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The purpose of this study was to examine the 
reasons underlying the decision of small town residents to 
go out-of-town to shop. In order to explain why consumers 
expend time and money to shop out-of-town, a model that 
draws heavily upon consumer behavior research was 
developed. The model consists of three parts; the 
consumer ' s personality, evaluation processes used in making 
a spatial choice, and environmental factors which include 
socioeconomic status, demographic measures, distance 
perception, and community identity. The evaluation 
processes include aspects of store image and the social and 
economic risk consumers associate with shopping choice. To 
the concept of economic man used in classical economic and 
geographic theories, are added consumers who have personali­
ties typified as personalizing, apathetic, ethical, and 
desireous of engaging in multipurpose trips. 
The model was operationalized by administering a 
questionnaire to a randomly selected sample of Lenoir City, 
Tennessee residents. It was found that over two-thirds of 
sample shopped within the town for most of the 20 shopping 
items used in the study. There were several disparate 
motivations for the shopping choices. Some people shopped 
within the town bee;ause of reasons of town support (ethical), 
iii 
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others because they were apathetic about shopping, and some 
because they were a captive audience, i.e., low income, 
family obligations, and/or retired. The shoppers who 
chose to shop out-of-town did so because they felt 
Knoxville, a larger nearby city and major shopping destina­
tion, offered greater selection, name brands, and fast 
service. Out-of-town shoppers had higher incomes and 
educational attainment than those who shopped within the 
town. 
The model used in the study is consistent with 
Rushton's definition of spatial behavior. The results of 
the model suggest that there is a need to reevaluate the 
simplistic assumptions of "economic man" embedded in many 
geographic models. 
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I. STATEMENT OF THE PROBLEM 
Even with today's rising gasoline costs and 
spiraling inflation some people are willing to make trips 
that others consider uneconomic. One such trip is the 
journey by residents of a small town who bypass the oppor­
tunities available to them in their own town to shop else­
where, thereby expending extra time and money in travel. 
Studies of consumer movement have shown that many small 
town residents are willing to shop out-of-town (Hiltner and 
Smith, 1974; Darden and Perreault, 1976). That consumers 
make these trips contradicts the concept of "economic rnan" 
embedded in many geographic theories. The actions of 
economic man are assumed to be totally rational. The 
consumer behavior postulate of classical Central Place 
Theory states, for example, that consumers minimize distance 
by shopping at the nearest place offering the item sought 
(Berry, 1958). Some consumers do not act as the "economic 
men" of classical geographic theories, but rather are 
motivated by factors which others may consider less than 
completely rational. The important point is that the 
1 
2 
consumer may be satisified with the decision he or she has 
made rather than conforming to some externally defined 
standard of rationality (Hurst, 1972). 
This study examines the reasons underlying the 
decision of small town residents to shop out-of-town for 
items available in their own town. Although the focus of 
the study is on out-of-town shopping behavior, in-town 
shopping is also examined to find out if these two 
behaviors are influenced by different sets of factors or 
by the same factors differentially perceived. 
In order to find out why consumers leave town or, 
on the other hand, why they stay in town requires that the 
rationale for the actions be understood. Consumers may 
choose a place to shop for reasons that are related to the 
character of the consumer (Stone, 1954; Darden and 
Perreault, 1976; Hiltner and Smith, 1976). For example, 
some residents of a small town shop elsewhere because they 
feel that the trip is entertainment--that there is an air 
of excitement in shopping at a larger place. Other out-of­
town shoppers may feel that the larger place would have 
more stores offering what they want. Larger places provide 
the shoppers with the security of finding what is sought 
(i.e., correct color, right size, good quality), and/or the 
feeling that the larger place has stores with 
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characteristics that better suit the shopper's personality 
(i.e., having friendly salespersons, having a favorable 
shopping atmosphere). Some consumers shop out-of-town 
to gain the economies associated with multipurpose trips. 
Most of the time the out-of-town trip is made to a larger 
shopping center in order to enhance shopping opportunities; 
seldom do shoppers from a small town go to other towns of 
the same size or smaller. 
Shopping within the town, which may be considered 
as a conscious distance minimization decision, can arise 
from several disparate motivations. Some shoppers are 
apathetic about shopping. Because these consumers want 
to get the task at hand finished as quickly as possible, 
they choose the nearest place offering the item. Other 
shoppers prefer not to venture out of their home town to 
shop because they feel that shopping at home is a means 
of expressing support of the community. Still others shop 
in their own town because they feel that costs associated 
with travel to distant places are too high, or that they 
will obtain better service on an item purchased in town. 
This study, using Lenoir City, Tennessee (1970 
population of 5,324) as a place to examine small town 
shopping behavior, has three specific objectives. The 
first is to determine the extent of out-of-town shopping 
by the residents of Lenoir City, and the location of this 
4 
shopping. Knoxville, Tennessee (175,000 population in 1970), 
located about 20 miles away, offers a distinct shopping 
choice for residents of Lenoir City. It is expected that 
most Lenoir City residents who go out-of-town to shop would 
choose Knoxville, foregoing opportunities available in the 
other small towns nearby. 
The second objective of the study is to charac­
terize the people who shop in town and those who shop out­
of-town according to demographic characteristics (i.e., age, 
sex, life cycle) and socioeconomic status. The differences 
in the characteristics of the people who shop in town and 
those who shop out-of-town may help to explain the differ­
ences in their overt behavior. 
The third objective of the study is to elicit from 
consumers the reasons why they leave town (or stay within 
the town) to shop. How people perceive the attributes of 
a place is a deciding factor as to where they will shop 
(Bass and Talarzyk, 1972). Attributes which contribute to 
a person's attitude about a place include price range, 
quality of merchandise, and the service a place has to 
offer. This study includes shopping trips made for several 
different items because the choice of a place to shop 
varies for each type of good (May, 1974-75). 
In order to fulfill the objectives of the study a 
model based on a theory of consumer behavior, that draws 
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heavily upon the marketing literature, is used to structure 
the divergent reasons people use to make shopping choices. 
The model is implemented by distributing and collecting a 
self-administered questionnaire, with questions relating to 
the model, to residents of Lenoir City and its irrnnediate 
vicinity. Data from this questionnaire are analyzed using 
the research design outlined in Chapter II. 
II. JUSTIFICATION OF THE STUDY 
Geographers have long had an interest in modeling 
the movement of consumers to shopping places and many of 
these researchers have tried to draw conclusions about why 
the consumer movement occurred. These conclusions are 
often simplistic because many of the geographic models are 
descriptive rather than explanatory and are based on 
factors that consumers may not consider when choosing a 
place to shop. Most of the researchers who have attempted 
to model consumer movement have tried to recover the 
decision-making rationale from overt behavior patterns 
rather than eliciting the cognitive constructs which 
motivate the spatial choices. Rushton has labeled the 
former modeling strategy behavior in space and the latter 
spatial behavior (Rushton, 1969). Studies of spatial 
behavior focus upon the rules people use to evaluate 
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choices in a spatial context. In this framework the envi­
ronment is treated as exogeneous to the model and the focus 
is upon the decision process of the consumer. Behavior 
in space, on the other hand, refers to actions taken by 
people to a specific set of environmental choices, and not 
how they decided upon those actions. The results of 
studies which examine behavior in space are only applicable 
to the specific objective environment. The results of 
such studies may lead to spurious conclusions about the 
reasons for movement if results are applied in other spatial 
contexts because underlying reasons can only be inferred. 
Assume for example, that a study showed distances traveled 
by out-of-town shoppers in the rural Great Plains were 
longer than shopping distances of consumers in the more 
compact New England landscape. The differences in the 
distances traveled may reflect differences in the two 
divergent objective environments, and/or the way people 
differentially perceive distance in different places. The 
root cause of the differences in overt behavior cannot, 
therefore, be attributed uniquely to either the disparities 
in the environments or to differences in cognitive processes. 
Gravity formulations, some of the most commonly used 
interactive predictors in the geographic literature, are 
modeling behavior in space and may be criticized for their 
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lack of firm cognitive underpinnings (Shepard, 1979). These 
models are based on two components: (1) distance to a 
shopping opportunity, and (2) size or some other surrogate 
that is proported to be a measure of attractiveness of the 
shopping opportunity (Reilly, 1931; Huff, 1964; Shepard, 
1979). These models are generally used to predict consumer 
movement and other types of travel by calibrating the model 
from existing movement. The gravity formulations have 
yielded satisfactory aggregate results in many cases. 
Although the two factors used in the gravity model may be 
important in the decision where to shop, other factors 
such as attitude and store attributes also affect shopping 
location choice (Reynolds and Darden, 1972). Because 
gravity formulations do not include other variables, the 
models cannot be used to elicit the reasons why the trip 
was made. 
In the late 1950's the Central Place Theory was 
used to provide a framework for modeling consumer movement 
(Losch, 1954). Although the main emphasis of this frame­
work is on explaining the spatial arrangement of places 
that consumers may choose from rather than choice itself, 
some central place research has examined the shopping 
choice within a given set of opportunities (Berry, 1964). 
Berry, in agreement with the original consumer behavior 
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postulate of the Central Place Theory, found that consumers 
in different areas would most likely travel to the nearest 
town distributing the item sought. He did not explain why 
the movement occurred, but rather concluded that people tend 
to be economically rational. 
Rushton, expanding the reasons for consumer move­
ment within an existing structure of central places 
suggested that people are willing to make trade-offs between 
distance to a given town and town size when choosing a 
place to shop (Rushton, 1969). His implicit assumption 
was that size of place is a measure of attractiveness. He 
found that consumers are generally willing to travel beyond 
the closest small town to get to a larger town, as long 
as the larger town has less than 12,000 people. Rushton 
argued that the reluctance of small town residents to travel 
to towns larger than 12,000 resulted from the diseconomies 
of scale that people in his Iowa sample associated with 
shopping in larger cities. Difficulty of finding parking, 
traffic congestion, and lack of knowledge about the larger 
place may actually dissuade some small town and rural 
residents from shopping in larger cities. These are only 
untested hypotheses, as Rushton did not examine the under­
lying motivations of his consumer sample. Nor did he 
disaggregate the sample by different socioeconomic 
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characteristics, which might have allowed him to gain 
insights into why some people do not like shopping in 
larger places. This study attempts to answer some of the 
questions raised by Rushton and others who dealt with 
spatial choice. Specifically, this study examines why 
some people tend to minimize distance, and alternatively 
why others are not "economic men"; te·nding to bypass the 
opportunities of their own town. 
While consumers who shop out-of-town may believe 
that they benefit by their actions, their choice reduces 
the town's retail sales and, therefore, may be detrimental 
to the town. Planners and others with an interest in the 
town's development, e.g., those attempting to curtail 
commercial decline, may want to develop marketing strategies 
to attract out-of,-town shoppers back to the town's shopping 
opportunities. If local merchants could identify the types 
of goods purchased out-of-town, and why people left town 
to purchase them, they might be able to improve their 
merchandising lines and thereby attract those presently 
shopping out-of-town, They could redirect their advertising 
efforts to that target population to encourage them to 
shop locally. 
The results of an in-depth study of who the out-of­
town shoppers are and what their reasons are for such 
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choices can be used to predict shopping trends. The profile 
of small town residents who currently go elsewhere to shop 
could be compared with population projections. This 
comparison would indicate the number of people who are 
potential out-of-town shoppers, which could give an indica­
tion of the town's future commercial status. Such projec­
tions, although crude, can help in planning growth of the 
town, including commercial growth, provisions for parking, 
and traffic alleviation. 
III. MODEL DEVELOPMENT 
In order to achieve its goals, the study uses a 
simplified version of model developed by Kollat, Blackwell, 
and Engel to structure the divergent reasons people use to 
make shopping choices (Kollat, Blackwell, and Engel, 1973). 
The Kollat, Blackwell, and Engel model is consistent with 
a definition of consumer behavior as "the acts of individ­
uals directly involved in obtaining and using economic 
goods and services, including the decision process that 
precedes and determines those acts" (Block and Roering, 
1976, p. 7). 
The key aspect of this definition of consumer 
behavior is that to understand the overt action of a 
consumer, such as the act of shopping in a particular 
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place, the decision process preceding the action has to be 
understood. The Kollat, Blackwell, and Engel model is not 
the only available model of consumer behavior, but it is 
one of the most widely accepted in the marketing literature. 
Although the following description of the Kollat, Blackwell, 
and Engel model is couched in terms of choosing a store, 
the model is comprehensive and includes such aspects of 
shopping behavior as brand choice and store choice. 
The model is complex, but it can be divided into 
five major parts for focused discussion: the central 
control unit, information processing, the consumer's deci­
sion process, post purchase action, and environmental 
influences (Figure 1). The central control unit is the 
psychological make-up of an individual, or the "black box" 
through which information from the real world is filtered 
(Block and Roering, 1976, p. 52). It includes both the 
memory and the basic facilities for thinking and directing 
behavior. Any information about the objective environment 
that goes into the central control unit is not an objective 
measure, but rather a cognitive construct because the 
information is influenced by the individual's personality, 
attitudes, and experiences. 
Before real world information enters into the central 
control unit it is processed by the consumer. Information 
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Figure 1. Block Flou Diagram of the Engel, Kollat, and 
Blackwell Model of Consumer Behavior. 
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processing involves exposure, attention, comprehension, 
and retention of real world information. These four 
components of information processing are related in a 
hierarchial fashion. 
For example, a stimulus (information source) 
must be attended to (or gain attention) before compre­
hension can occur. However, gaining attention does 
not necessarily mean that the stimulus will be under­
stood (Block and Roering, 1976, p. 55). 
The third component of the Kollat, Blackwell, and 
Engel model is the decision process. This process starts 
with the recognition of a need, or desire for a shopping 
item. After the recognition of the need the consumer 
engages in an internal search, which is an examination of 
stored information and experiences. This internal search 
may not be a conscious effort, but it nevertheless occurs 
during the decision phase. A consumer who does not have 
enough information or cannot clearly define options will 
engage in an external search for information, including 
discussion with friends or relatives, or will gather infor­
mation from some form of advertising. 
The recognition of a problem, internal search, and 
external search leads to and influences the purchase deci­
sion. 
The decision process does not terminate at this 
point, however, because the consumer must still select 
the store, or establishment . . even the store selec-
tion can be viewed as a decision process (Block and 
Roering, 1976, p. 62). 
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After the purchase of an item the consumer evaluates 
his_/her actions. During this evaluation of the previous 
actions the consumer may decide to change his/her opinions 
about a store, and look for other shopping places for 
future purchases. The consumer may also be influenced about 
where to shop in the future by some added information 
referred to as the stimulus. 
All during these processes the consumer is affected 
by "environmental influences." As the term is used here, 
environmental influences include the immediate conditions 
and personal influences that may impinge upon a consumer's 
choice. These environmental influences include such 
diverse factors as culture, social class consciousness, 
the physical environment, and influences from friends and 
neighbors. These factors shape and mold consumers' 
personalities and their attitudes. 
This study introduces a version of the Kollat, 
Blackwell, and Engel model simplified to consider only 
those aspects of the larger model that are salient to 
choice of a store at which to shop. The simplified model 
used in this study is composed of five parts: (1) the 
consumer, (2) evaluation process, (3) purchase action, 
(4) postpurchase action, and (5) environmental influences 
(Figure 2). The five components of this model entail 
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Figure 2. Simplified Version of the Kollat, Blackwell, 




different aspects that affect shopping location choice. The 
aspects included in the simplified model are relevant 
features of the consumer's personality, aspects of the 
places that the consumer could shop at that may influence 
his or her choice, and outside factors that impinge on 
their ability to shop at various places. The flow of the 
model is similar to that proposed by Kollat, Blackwell, 
and Engel. After the recognition of a need for an item 
there is an evaluation of possible choices before the 
selection of a place to shop is made. Once the shopping 
is finished the consumer evaluates the decision, obtaining 
additional information from outside sources (stimuli). 
The box labeled "consumer" includes relevant aspects of 
the psychological makeup of a person. The consumer's 
psychological constitution (i.e., "personality"), is 
influenced by environmental factors which in turn affect 
the shopping choice decision. 
The model in this study, unlike that of Kollat, 
Blackwell, and Engel, is static. Dynamic aspects are not 
included because the emphasis in this study is on the 
factors an individual considers when a choice of place to 
shop is made. The purpose of the Kollat, Blackwell, and 
Engel model, on the other hand, is on the process, or 
method used by a consumer to arrive at his/her decision. 
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The purpose of the model used in this study is to provide 
a framework to structure ideas concerning the choice of a 
place to shop. 
The static version of the Kollat, Blackwell, and 
Engel model is consistant with Rushton's definition of 
spatial behavior; the focus is upon the way people evaluate 
their shopping choice alternatives. Because it is a model 
of spatial behavior, rather than behavior in space, the 
results of this study could be applied in other spatial 
choice environments to determine if people in different 
areas truly evaluate their objective environments differ­
ently (Lloyd and Jennings, 1978). 
Within this simplified version of the Kollat, 
Blackwell, and Engel model are several submodels that 
pertain to specific aspects of the consumer choice 
process. These submodels will be explained in detail in 
Chapter II, but they are outlined below to show how they 
fit into the overall model structure used in this study. 
Within the section called "evaluation process" are 
two mental processes a consumer uses that affects what 
store is chosen: risk associated with the purchase of an 
item, and store image. Each consumer tries to minimize 
risk, or potential loss when he or she goes shopping 
(Taylor, 1974). One type of potential loss faced by 
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consumers is an economic or monetary loss if the item does 
not perform to the consumer's specifications. The other 
type of loss is social; a feeling that the item will not 
be socially acceptable to friends and other acquaintances. 
Because consumers shop at places they feel will have the 
types of items that will meet their specifications, risk 
plays an important role in where a person goes to shop. 
People will often choose a store they think has 
the best image. Store image is made up of perceived store 
attributes, such as merchandising lines, price, and helpful 
salespersons, weighted by the importance of these attri­
butes to the consumer. In this study the concern is for 
the place that is chosen rather than the specific store. 
The ideas and concepts of store image can be used inter­
changably with the image a person has of a shopping place. 
The image of a shopping place will reflect the image of 
its stores. 
The environmental influences affecting the consumer 
that are selected for use in this study include socio­
economic status, demographic characteristics, community 
identity, and perception of distance. Many geographers 
who have tried to determine whether distance affects where 
people will shop have used actual distance. It is not 
distance that is important to a person, but rather how the 
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person perceives the distance (Cadwallader, 1975). What is 
considered a great distance to one person may be considered 
insignificant by another. 
Coilllllunity identity, or how people feel about their 
COilllllunity, is another environmental factor that may also 
affect the location where people shop. If people feel 
strongly about their town, they may shop there as a means 
of showing their support. 
Within the part of the model labeled "consumer" 
are the central control unit and the information processing 
component of the Kollat, Blackwell, and Engel model. These 
two components are condensed to one section because the 
emphasis in this study is on the type of information that 
has been used by consumers in their purchase decision and 
not in detailing how this information was derived, stored, 
and retrieved from the human mind. The personality of 
the consumer is defined within this part of the model. In 
classical geographic and economic theory the personality 
of a consumer was assumed to be that of "economic man." 
Stone found, however, that there were three other distinct 
types of shopping personalities (personalizing, apathetic, 
and ethical) (Stone, 1954). He stated that each type of 
consumer could be identified by a subset of environmental 
factors which have influenced the resultant personalities. 
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These factors consist of socioeconomic status, demographic 
characteristics, and community identity. Each of these 
distinctive types of consumers reacts to shopping choice 
differently in a given situation, and these reactions may 
affect where they will shop. This personality typology 
will be explained in more detail in Chapter II. The 
sampled population will be tested to find out if the types 
of shoppers found by Stone are present in the Lenoir City 
area, and if the attitudes held by shoppers classified 
into each type affect the shopping locations chosen. 
The final part of the model is the postpurchase 
evaluation. In this phase the consumers reevaluate their 
actions about where they shopped in light of new informa­
tion (stimuli). Shoppers may change their opinions about 
places to shop if some change takes place. These changes 
could be anything that affect shopping choice such as addi­
tion of new stores, change in merchandising lines, bad 
experiences with the store, or new information about 
existing stores. One aspect that could change shopping 
choice is the expected increase in gasoline costs. The 
sampled population were questioned to find out if they 
expect to continue to choose the same shopping place if 
the costs of gasoline increase. 
CHAPTER II 
COMPONENTS OF THE MODEL 
I. INTRODUCTION 
The purpose of this chapter is to explain in 
detail parts of the large model that was outlined in 
Chapter I and how this model of individual behavior was 
operationalized to explain shopping behavior for a sample 
of Lenoir City area shoppers. Within this chapter there 
is a detailed discussion of three major components of the 
model; environmental influences, evaluative aspects, and 
the part described as "consu..TI1er . " The postpurchase 
process is described in Chapter VI. As mentioned in 
Chapter I these three components are strongly linked, but 
for operational purposes each is discussed separately. 
Much of the discussion in this chapter relates to 
specific store choice rather than to a consumer's choice 
of a town in which to shop because the literature on town 
choice is scarce. While individual store choice is not of 
particular concern in this study the concepts and methods 
used in the literature on store choice are applicable to 
the problem of tovm choice. Ln many instances the decision 
as to which town to patronize can be subsumed under that 
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of stores. Shoppers residing in a small town have several 
opportunity sets available to them from which to choose. 
An opportunity set is a "spatially arrayed set of alterna­
tives from which one or more establishments are to be 
chosen" (Hurst, 1972, p. 215). Because stores are a 
subset of the opportunity set, if a store is chosen by a 
consumer then the opportunity set to which it belongs has, 
by definition, also been chosen. If the consumer chooses 
a store that is out-of-town, then his or her action can be 
viewed as foregoing the offerings in the town of residence. 
Using this assumption for the study the store image 
analysis then can be used interchangeably with town image 
analysis. 
II. ENVIRONMENTAL INFLUENCES 
Environmental influences in the shopping model 
shown in Chapter I can be thought of as constraints because 
they affect the consumer's ability or desire to go out-of­
town to shop. They may also be viewed as factors that 
shape or mold consumers and their attitudes and feelings 
about different shopping places. The set of factors 
derived for this study include those that will measure 
these aspects. These factors include socioeconomic status 
(i.e., income and educational attainment), demographic 
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indices (i.e., income, education, and life cycle) distance 
to an opportunity set, and feeling of attachment to, or 
identity with, the community. How each of these factors 
is related to store choice is explained below. 
Socioeconomic Status and Demographics 
Several studies of shopping choice have indicated 
that income is an important variable in discriminating 
between those who shop in town and those who shop out-of­
town (Holly and Wheeler, 1972; Davies, 1969; Samli and Uhr, 
1974; Hiltner and Smith, 1976). Generally these studies 
have found that higher income groups are the more likely 
to shop out-of-town. Collazzo argued that the higher 
income groups have a higher expectation of getting exactly 
what they want than do lower income groups (Collazzo, 1966, 
p. 2). 
Although Darden and Perreault in a major study of 
in-town and out-of-town shoppers did not find educational 
attainment, a common measure of socioeconomic status, to 
be significant in discriminating between inshoppers and 
outshoppers, other studies have found this to be an 
important determinant of place to shop (Darden and 
Perreault, 1976; Hiltner and Smith, 1976). For example, 
Wagner found that level of educational attainment was the 
most important socioeconomic or demographic variable in 
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discriminating between the choice of grocery stores 
(Wagner, 1975). Consumers that have higher socioeconomic 
status, measured by income levels and educational attain­
ment would be more willing and able to shop out-of-town. 
Besides socioeconomic status, some demographic 
traits may help explain the type of person who chooses to 
shop out-of-town. Obligations to home and family, 
especially if the family contains younger children, take 
time that some consumers cannot afford to spend shopping. 
In-town shopping which probably takes less time than 
shopping out-of-town would be most likely to occur among 
young families with children. On the other hand, foot­
loose groups, such as young single persons or young 
married couples without children, would have more time to 
spend on extra activities, and would be more likely to 
take out-of-town shopping trips than those with family 
obligations. 
Distance 
Distance between the home and the place to shop 
may be great enough to present a significant barrier to 
the consumer. If consumers think this barrier is signifi­
cant they will not be willing to travel. Measurement of 
straight line, and road distances traveled are used in 
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many studies to examine the extent to which distance is an 
obstacle to consumer movement. 
The problem with these measurements is that the 
consumer's feeling or perceptions about the impending 
journey's difficulty of travel are not often taken into 
account. Length of travel not considered great by one 
consumer may be a significant factor in the shopping deci­
sion of another. Two consumers could have entirely 
different perspectives on how far or how long a trip may 
be. Indeed, in Cadwallader's shopping model substitution 
of cognitive distance for straight line and road distance 
brought about an immediate improvement in predictive 
results (Cadwallader, 1975). He concluded that percep­
tion of distance is a far more significant factor in 
choice among shopping alternatives than actual distance. 
Community Identity 
A strong sense of community identity or a feeling 
of attachment to the community may be a reason why residents 
living within a small town choose stores within their own 
town. Shopping within the town is a way some consumers 
have of showing loyalty or support for their town. Stone 
indicated that community identity or attachment is a very 
strong motive for choosing a place to shop (Stone, 1954). 
In his study of a neighborhood in Chicago he found that a 
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significant segment of the buying population chose a place 
to shop based on feelings of loyalty to the store as part 
of the community. This segment of the population believed 
that buying at local stores was an expression of community 
support. 
While Stone's study was for an area within a city, 
small towns can be thought of as relatively complete 
communities. Bell and Newby, after analyzing several 
definitions of community, concluded that a community is 
a "collectivity of actors sharing in a limited territorial 
area as a base for carrying out the greatest share of 
their daily activity" (Bell and Newby, 1974, p. 31). This 
definition implies that there are two types of activities: 
(1) affective which involves self-gratification, such as 
going to church, attending organizations for community 
betterment, and social organizations, and (2) functional 
which relates to use of the available cormnercial and 
institutional service activities in the town. Not every 
researcher on the subject of cormnunity would agree with 
Bell and Newby's definition of community because it includes 
both functional and affective activities. Haga and Folse, 
for example, believe that a community is made up of affec­
tive relations and that relation to an area's functional 
activities have weakened over time (Haga and Folse, 1971). 
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They suggested that the relation to functional activities 
has weakened because the automobile has made it possible 
for people to travel to a wider range of stores. The 
automobile, with its potential for increased mobility, 
may or may not have any effect on one's feeling of 
community attachment. Even. though people can travel 
further more easily than ever before, the issue is whether 
weakened affective linkages are a necessary concomintant 
of weakened functional linkages. 
At least three studies have tried to establish 
a link between trade patterns and community identity 
(Haga and Folse, 1971; Munch and Campbell, 1963; Clement, 
Roject and Beck, 1974). The results of these studies 
indicated little relationship between the town with which 
rural residents identify and the town within which they 
shop. Because these studies dealt only with rural resi­
dents, strong ties to the community may not have developed. 
Definitions of community, like Bell and Newby's, usually 
include some concept of territoriality as a basis of a 
community. 
None of the three studies which found no relation­
ship between community identity and shopping behavior used 
any control for the proximity of the sampled rural resi­
dents to the town. Some residents who lived near the town 
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may have felt a strong attachment to that town while others 
residing further away from town may have little feeling of 
town loyalty. In this study, territorial limits of the 
study are the immediate adjacent area around Lenoir City. 
Because all the sampled population live in proximity to 
the town, a possible distance decay in sense of community 
identity should have limited effects in this study. 
Other Environmental Influences 
Several other factors affect consumer's decisions 
as to where to shop. Length of residency in the town is 
one additional factor. For two identical groups that 
varied only in their length of residency in an area, Burnett 
found that there was a distinct difference in the choice of 
shopping locations between these two groups (Burnett, 1973). 
Shoppers who have lived in the area for relatively shorter 
periods of time were found to frequent the larger, more 
recognizable shopping places, while long term residents 
tended to go to smaller, less well-known places. Burnett 
attributed this difference in shopping choice between long 
and short term residents to the lack of shopping opportunity 
information available to the short term residents. By 
shopping at the larger, more well known stores, the new 
residents could be assured of finding exactly what they 
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desired. New small town residents may also feel the need 
for security in finding what they need and travel to the 
nearby city that has identifiable shopping areas. 
Another factor affecting the choice of shopping 
destination is hypothesized to be the ease of traveling 
outside the local community. A family member that does 
not have easy access to an automobile may find travel 
impaired. 
Finally, the desire to make multipurpose shopping 
trips has been shown to be a reason for choosing shopping 
locations (Huff, 1965). In order to maximize the return 
on the trip a consumer may want to do more than one thing 
on a given trip. Being able to shop for several items 
during the same shopping trip and/or being able to incorpo­
rate non-shopping activities as well as shopping in one 
trip may make a trip to a larger city attractive. 
All of these factors, called environmental factors, 
affect the choice of shopping location. A consumer may 
be characterized by these factors, and these characteriza­
tions compared with shopping choice in order to help 
explain why a place was chosen. These factors can also be 
used to explain influences on the other major aspect of 
shopping decisions--the evaluative process. 
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III. EVALUATIVE PROCESS 
The second major component of the model outlined 
in Chapter I is the evaluation process. Within this 
component is the consumer's evaluation of the options 
available to him or her before choosing a place to shop. 
The consumer examines and weighs the possible shopping 
location on criteria he or she feels important and then 
chooses a place to shop. Concepts termed store image and 
risk associated with shopping affect the possible location 
of a place to shop and are included in the model. 
Store Image 
The actual choice of which store to patronize, and, 
therefore, the town selected, is determined, in part, by 
store image which is the ''personality the store presents 
to the public or (the) complex of meanings and relation­
ships serving to characterize the store for people" (Arons, 
1961, p. 1). A person will tend to shop at a store he or 
she feels has a good image and expects positive reinforce­
ments from that store (McDougall and Fry, 1974-75; p. 31). 
Over time a loyalty is formed to a store because of the 
positive feelings received from shopping there (Kunkel and 
Berry, 1968, p. 22). 
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An image about a store is formed from information 
related to functional and psychological factors (Lindquist, 
1974-75, p. 31) . Functional factors include such store 
elements as merchandise selection, price range, and 
quality of merchandise carried. Psychological factors are 
composed of such traits as the feeling of warmth and 
friendliness and a possible feeling of excitement or 
interest the store might convey. Information relating to 
functional and psychological factors is derived from various 
sources, such as personal experience, friends, or adver­
tising. Functional and psychological factors that comprise 
a store image collectively are also called store attributes. 
Store image can be measured by asking an individual 
to rate the favorableness/unfavorableness or presence/ 
absence of various store attributes for a set of stores 
(Kunkel and Berry, 1968). For example, a consumer who 
deems selection of merchandise as the single most important 
criterion in choosing a shopping location will have a 
favorable image of the store thought to have the best 
selection, and, other things being equal, will most likely 
frequent that store. Usually, however, more than one 
attribute is important in the consumer's decision-making 
process. Research has indicated that the number of salient 
attributes is usually limited to between five to nine 
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because the human mind cannot meaningfully integrate and 
process more · than this number (Lindquist, , 1974-75). 
One method of finding out why a store is chosen is 
to ask consumers patronizing that store a series of ques­
tions using a bipolar adjective semantic differential test 
of several preselected attributes (Kelly and Stephenson, 
1967). For a given store, the consumer rates how an 
attribute, such as selection of merchandise, rates on a 
continuum from good to bad. Usually the possible responses 
are scaled in a five to seven point selection of "good" to 
"bad" or some such bipolar word pair that gives meaning 
to the attribute. From examination of the results the 
researcher can then decide which store attribute(s) was 
(were) important for that store's selection. 
A series of semantic differential questions may be 
asked for several stores to compare results, or the results 
from one or more studies may be compared to an ideal store. 
Further, if the sampled population is segmented into groups 
thought meaningful by the researcher (e.g., divided 
according to relevant personal characteristics), ratings 
can be compared to find out how the various groups rate 
store attributes (Kelly and Stephenson, 1967). 
These ratings, when disaggregated for comparison, 
may give some indication why a store has been selected. 
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This method does not, however, reveal how the attributes 
may be combined, or integrated by the individual consumer. 
Kunkel and Berry believe that the semantic differ­
ential test may not be valid because some of the selected 
attributes may not be important to some of the sampled 
consumers (Kunkel and Berry, 1968). There is little 
benefit, for example, in knowing that store Xis rated 
highly on "luxury of fitting" if this attribute is irrele­
vant to the consumer's choice. Rosenberg and Fishbein 
derived an attitudinal model that can be used to assign an 
importance value an individual associates with an attribute 
as well as specifying the relevant decision stimuli 
(Rosenberg, 1956; Fishbein and Raven, 1967). Modifying 
stimuli by their importance addresses the reservations 
expressed by Kunkel and Berry about the semantic differ­
ential test. 
In the Rosenberg-Fishbein formulation attitudes are 
hypothesized to consist of two components: beliefs about 
the attributes of an object and an evaluation of those 
beliefs (Fishbein, 1963). Belief about an attribute is the 
presence or absence, or strength that one feels about an 
attribute of the object (e.g., quality of merchandise 
carried by a store). Evaluation of those beliefs is the 
importance a person places on the attribute. This model 
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is applicable to store image because the object of store 
image studies is to indicate what individuals feel, or what 
their attitudes may be concerning the shopping opportunities 
available to them. Algebraically the model, as modified by 
Bass and Talarzyk and used by James (Bass and Talarzyk, 
1972 and James, 1976) is: 
n 
A. = B.. w. 
1. I: l.J J 
j=l 
where, A. = the attitude (store image) an 
1. individual has toward store i' 
B.. = the evaluation aspect or belief
l.J toward attribute j for store i, 
w. = weight or importance a consumer 
J assigns attribute j ' 
n = number of attributes important 
in the selection of a given store. 
W. is an indication of the saliency of the attribute 
J 
in the shopping choice for the consumer. Applying this 
model to store selection the attitude obtained for store i 
takes on meaning only when it is compared to other stores 
in the evoked set. If one attitude was considered 
important, the larger that the value of A. for a given
1. 
store the greater likelihood that this particular store 
will be visited (Lessig, 1972). Besides the overall atti­
tude rating (A.) of a store, the model can be decomposed
1. 
and the B..w.s can be analyzed for each attitude j, which 
1.J J 
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will give an indication of which attribute contributed 
most to forming the attitude about a store. 
The sampled population may also be segmented into 
groups based on some meaningful criteria to examine if 
attitudes among more than two groups vary. The B.. W.s
iJ J 
can also be compared to determine what influenced the 
various groups to shop at one place or another. 
Attitudes do not always lead directly to overt 
behavior (Festinger, 1964). Rather, attitude influences 
intentions, which in turn affect the overt behavior. The 
link between intentions and overt behavior may be 
influenced by other considerations, such as brought on by 
the situation at the time of purchase. A consumer may, 
for example, have a favorable attitude towards a place 
and may intend to go there to shop, but because of some 
outside influence he/she may go to some other place that 
is viewed less favorably. Care should be taken when 
applying such models to determine any given behavior. 
Such attitude measurements have nevertheless been good 
predictors of aggregate overt behavior despite the indirect 
nature of the relationship between attitude and overt 
behavior (James, 1976, and Bass and Talarzyk, 1972). 
Samli and Uhr, and Hiltner and Smith compared the 
evaluation of store image for a group of consumers who 
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shopped out-of-town (Samli and Uhr, 1974; and Hiltner and 
Smith, 1976). Group segmentation was based on the number 
of times people shopped within the town and outside the 
town. The out-of-town shoppers were found to have a low 
image of stores within the town and a higher image of 
stores in the areas they shopped. These studies also 
found various criteria, such as quality of merchandise, 
selection of merchandise, and lower prices, were important 
in the selection of places to shop. The major problem 
with these two studies was that they applied the attitude 
model for all shopping trips and for all types of product 
classes. A store judged favorable by a consumer for one 
shopping item may not be ranked as favorably by the same 
consumer for another shopping item. Thus, store images 
vary with the item being sought, as has been shown by 
Cardozo (Cardozo, 1974-75). Because out-of-town shopping 
can occur for any type of item, three items were selected 
that present a wide range of choice and included in this 
analysis. How the different items were selected is 
detailed in Chapter IV. 
Risk Factors 
For every purchase decision there is usually some 
associated uncertainty a consumer will face. Prasad 
stated that "consumer behavior involves risk in the sense 
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that any action of the consumer will produce social and 
economic consequences that he cannot anticipate with 
certainity" (Prasad, 1975, p. 43). 
These two types of risk, social and economic, are 
defined as follows: 
Social risk refers to how the purchase decision 
will affect the opinions other people hold of the 
individual. Thus, social significance varies with 
such factors as a product's social importance and 
its social conspicuousness. 
Economic risk refers to how the purchase will 
affect the individual's ability to make other 
purchases. Thus, economic significance varies with 
the financial considerations or price in relation to 
factors such as the individual's income, ability to 
pay, and alternate uses for the money (Barnes, 1977, 
p. 345). 
Where there is a choice, as in a choice among 
places to shop, risk can be interpreted in terms of 
minimizing loss (Taylor, 1974, p. 55). This loss may 
either be economic, such as the loss or waste resulting from 
purchasing the wrong sized item, or be measured in social 
or psychological loss, such as a feeling of unfulfillment 
resulting from a disappointing shopping trip. In order to 
reduce possible loss, consumers usually employ a strategy 
that will minimize their risk taking. These risk reducing 
strategies become more important as the degree of perceived 
risk associated with the purchase of an item increases. 
In order to reduce risk consumers try to take 
actions that will build up the confidence in finding 
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what is being sought. One method consumers may use to try 
to reduce risk is to develop loyalty to a particular brand, 
especially if the consumer has a certain degree of brand 
comprehension, and purchases the item frequently. If 
conditions of brand choice are not present or there is a 
lack of brand comprehension the risk reducing strategy 
may shift to choosing a store that makes one feel comfort­
able (Hisrich, Dornoff, and Kernan, 1972, p. 435). Again 
the store choice becomes a major concern for the consumer. 
Even if the consumer has developed brand loyalties 
there is still the ultimate choice of selecting a store 
from among the available stores that carry the desired 
brand. In a study of perceived risk and store selection, 
Hisrich, Dornoff, and Kernan found that store choice 
dominated product or brand choice as a risk reducing 
strategy (Hisrich, Dornoff and Kernan, 1972). Confidence 
in the place of purchase is important in choosing a place 
to patronize. 
Risk associated with the purchase of an item varies 
with the type of item. Larger, more expensive items 
usually have a higher associated economic risk. Also 
conspicuous items have a higher social risk attached to 
them. Risk associated with an item will be measured in 
the present study to find out if either social or economic 
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risk plays a role in deciding where a consumer will go to 
purchase an item. 
IV. CONSUMER 
The part of the large model used in this study 
labeled "consumer" includes two components of the Kollat, 
Blackwell, and Engel model. These are the information 
processing, and the central control unit components. 
Because the emphasis of this study is on the information 
used by the consumer, and not how the human mind stores, 
retrieves, and processes it, these aspects are subsumed in 
the consumer component of model used in this study. 
One aspect that will be examined relates to the 
personality of the consumer. In a study of shopping 
behavior among female shoppers in a declining neighborhood 
in Chicago Stone found that several environmental factors 
together impinge upon a consumer's decision where to shop 
(Stone, 1954). These factors were so strongly related and 
recognizable that he felt consumers could be typified by 
there are four types of consumers; economic, personaliz­
ing, ethical, and apathetic. This typology may be trans­
ferable to the Lenoir City study area and would help 
explain why shoppers choose the place they did. 
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The "economic" consumer is one whose major shopping 
goal is to find a store with the best perceived price and 
selection of merchandise. This type of consumer was the 
closest approximation to "economic man" of classical 
economic theory; he or she wants to obtain the best possible 
return for every dollar spent. Generally, Stone found 
that this type of consumer tends to be young and from the 
lower-middle classes (Stone, 1954, p. 42). 
The "personalizing" consumer shops at places where 
he or she is known. "Strong personal attachments were 
formed with the store personnel, and this relationship, 
often approaching intimacy, was crucial to her patronage 
of the store" (Stone, 1954, p. 40). The personalizing 
consumer was of generally low status and the family had 
either few or many children. Generally, the personalizing 
consumer had spent time outside the local area and did not 
have strong bonds to people in the area. "The quasi­
primary relationship she was forced to develop on the market 
compensated for her larger social losses" (Stone, 1954, 
p. 42). This social loss is the lack of friends that she 
has been able to develop in the area, except for the store 
personnel. 
The "ethical" consumer shopped at places where she 
"ought to." This type of consumer was interested in helping 
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a store survive and felt a moral obligation to patronize 
specific types of stores. She formed an "attachment with 
the store personnel and store owners in abstract" (Stone, 
1954, p. 41). The attachments the ethical consumer formed 
were not of a personal nature but rather this attachment 
was a sense of pride in helping the store. The ethical 
consumer tends to be from relatively high social classes, 
tended to be a long term resident of the area, and generally 
was unfavorable to the deterioration of the area. 
The fourth type of consumer is considered "apathetic." 
This type of consumer shopped because she had to, and not 
because she was interested in shopping. She was not 
interested in minimizing expenditures; her only concern 
was to get the task of shopping finished and to minimize 
effort. Apathetic consumers had or were experiencing 
either downward mobility or a lack of success in upward 
mobility. They generally tended to be long term residents 
of the area, but did not form any emotional ties to it. 
In his study Stone found the economic consumers 
were the most common type followed by personalizing, 
ethical, and apathetic (Table 1). The interesting facet 
of Stone's study is the relatively high percentage of 




COMPARISON OF STONE'S AND BOONE'S STUDIES: PERCENTAGES 
OF DIFFERENT TYPES OF SHOPPERS 
The Boone et al. Stuty 
Oklahoma Texas 
Consumer Type Stone's Study Anglos Mexican 
Economic 33 .1 . 35.4 54.2 
Personalizing 28 . 2 36.7 23 . 7 
Ethical 17.8 6.1 7.6 
Apathetic 16 . 9 21. 8 14.5 
Undetermined 4.0 
*From Boone et al., 1974, p. 68. 
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In a recent study of consumer behavior and community 
identity, Boone and others, using Stone's criteria, studied 
Anglo residents in two suburban areas of a large Oklahoma 
city, and Mexican Americans from two suburban areas of a 
comparable Texas city (Boone, Kintz, Johnson, and Bonno, 
1974). They found that the ethical consumer still exists, 
although to a much lesser extent than Stone found (Table 1). 
A difference in sampling procedures between these two 
studies may account for the variations in results. Boone 
and others drew their sample of the population only from 
middle class surburban households, while Stone's sample 
was drawn from all social classes. 
In this study a typology of consumers will be 
empirically developed for criteria similar to those used 
by Boone, et al. to substantiate whether the types defined 
in the Stone and Boone, et al. studies exist in the study 
area examined. The resulting typology of consumers will be 
tested to determine whether Stone's study of neighborhood 
shopping can be extended to include the interurban scale 
of analysis. The different types of shoppers are expected 
to go to different places because of their attitudes. For 
example, apathetic shoppers, because they want to complete 
the task of shopping as quickly as possible, would shop in 
town. These people would be considered distance minimizers, 
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but for different reasons. They would not venture out-of­
town to shop because they would want to support the town. 
Such a shopper typology may, therefore, explain why people 
shop where they do. 
V. RESEARCH DESIGN 
The three objectives of the study are to find out 
the extent of out-of-town shopping, to characterize those 
people who shop out-of-town and those who frequent local 
establishments, and to identify the reasons for their 
behavior. To fulfill the objectives of the study the model 
outlined in Chapter I needs to be operationalized to deter­
mine the way an individual goes about evaluating where to 
shop. This design will be explained below. 
In order to accomplish the first objective of the 
study, to recognize the extent of out-of-town shopping, 
the term itself needs to be defined. As pointed out in the 
discussion of store image and risk, a shopper may go out-of­
town for one item because he or she does not feel the town 
can provide what is needed, yet this same shopper may be 
perfectly content shopping in the town for another item. 
Because the choice of where to shop for different items may 
be different and the rationale leading to the chosen place 
may be different, a definition of out-of-town shoppers has 
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to be item specific. In order to examine the extent of out­
of-town shopping, however, the choice of shopping location 
for several items has to be explained. One consumer may 
shop in Lenoir City for one item and Knoxville for another 
while another consumer may do just the opposite. Given 
several different shopping items and a fairly large sample 
size, the number of combinations of shopping choice may be 
formidable. A grouping or clustering of consumer's choices 
into meaningful groups is necessary for explanation. 
Researchers interested in out-of-town shopping 
behavior have varied in the way in which they identified 
the people who go out-of-town to shop. Herman and Beik, 
for example, defined an outshopper as a person who simply 
made at least one shopping trip five miles outside the town 
of residence during a given year, while Thompson defined 
outshoppers as those who have made the extralocal shopping 
trip in the last six months (Herman and Beik, 1968, and 
Thompson, 1971). Twelve or more extralocal shopping trips 
during the year was used by Reynolds and Darden in their 
study (Reynolds and Darden, 1972). These rather arbitrary 
definitions of outshoppers overlook the importance of the 
item being sought. Shoppers could go out-of-town to 
purchase one item, but they might never think of leaving 
town to purchase another. By using the number of trips to 
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define outshoppers, there is no way of knowing what item(s) 
was (were) being purchased out-of-town. 
Hiltner and Smith, in contrast to other previous 
studies on outshopping, did ask a sample of residents of 
Bowling Green, Ohio where they shopped for 13 items (Hiltner 
and Smith, 1976). The shoppers were then classified into 
groups using simple cutoffs based on the number of items 
purchased extralocally. In this grouping procedure the 
type of items purchased extralocally were not reported. The 
decision process for choosing a place to shop for men's work 
clothes may be different than the decision process for 
choosing where to shop for automobiles. Yet these two 
different items were treated as if they required the same 
purchase decision according to the method used by Hiltner 
and Smith. 
All the researchers mentioned so far have assumed 
there is a naturally occurring continuum of shoppers from 
those who shop in the town frequently to those who shop out­
of-town frequently. Samli and Uhr argued that the continuum 
concept is needed to understand the differences in the out­
shopping segment (Samli and Uhr, 1974). They felt the idea 
of a continuum of shoppers from those who shop in town to 
those who shop out-of-town could be carried over to the 
explanatory variables of shopping behavior as well. In this 
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case, the explanatory variables would be the environmental 
and evaluative factors. They suggested that there would be 
a monotonic increase, or decrease, in the values of the 
explanatory variables corresponding to the overt behavior 
of shoppers arrayed on a continuum from those who frequently 
shopped in town to those who frequently shopped out-of-town. 
Persons in adjacent groups in this shopping behavior 
continuum would differ in the degree to which they rank on 
the explanatory variables in a systematic and understandable 
fashion. 
Samli and Uhr felt, however, that the frequency of 
out-of-town shopping offered little in the way of differen­
tiating shoppers and that the relevant managerial dimension 
should be the proportion of money spent outside of the town 
of residence. For the proportion of dollars spent outside 
the town they developed a continuum of those who spent most 
of their money intown to those who spent most out-of-town. 
This concept was rejected by Darden and Perreault (Darden 
and Perreault, 1976). They felt using a method based solely 
on dollar value spent out-of-town forced people into an 
unnecessary continuum. Darden and Perreault felt that the 
decision to shop out-of-town for an expensive item is 
different than the decision about where to purchase an 
inexpensive item . They felt there are a finite number of 
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inshopping and outshopping groups characterized by unique 
patterns of product categories. This method to select 
consumer categories is justifiable because it recognized 
the trip, as well as the type of item. 
Categorizing consumers according to generalizable 
patterns of shopping behavior for products was accomplished 
by Darden and Perreault using a hierarchial clustering 
method based on dollar value spent outside the town in a 
year for 13 items (Darden and Perreault, 1976). Using 
dollar value as a classification function can lead to 
misinterpretation of results because the purchase of a few 
large items out-of-town can inflate the total amount spent. 
For example, a person who buys ten low cost items out-of­
town, may spend as much as a person who only buys one item 
out-of-town. In this study the focus is not on the dollar 
amount spent after leaving town, but rather the act of 
leaving town itself. Buying goods out-of-town, no matter 
what the cost of the item, constitutes an action of 
importance to this tudy. Classification of shoppers will 
then have to take into account both the item and where it 
was purchased. The actual grouping of the consumers will 
be accomplished by a hierarchial clustering method grouping 
shoppers by the town choice among various items purchased 
by the sampled population. This clustering method will 
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yield distinct and statistically separate groups of shoppers. 
This method will also yield the number and kind of items 
purchased out-of-town or in town by each of these groups. 
This segmentation of the sampled population will allow for 
an examination of the extent of out-of-town shopping and 
also show for what types of items the shoppers tend to 
leave town to purchase. The clustering of consumers by 
this method will be referred to as "groups" throughout 
the rest of the study to avoid confusion with "typology" 
or "type" of shoppers which emanate from Stone's classi­
fication. 
The second objective is to differentiate and charac­
terize those who shop in-town from those who shop out-of 
town. From the clustering of shoppers into groups the 
out-of-town and intown shoppers are defined. Testing 
differences in environmental characteristics among these 
groups will serve to characterize the people who tend to 
shop in-town and those who tend to go out-of-town. 
The final objective of the study is to find out 
reasons why shoppers shop where they do. Besides the differ­
ences in the environmental factors among groups, which 
provides some understanding as to why places were chosen, 
comparison of evaluation aspects among the shopping groups 
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will help to further explain differences in their shopping 
behavior. 
The same reasons may, however, be used to justify 
shopping in entirely different places. Assume, example, 
that some people who shop in town say they prefer to shop 
there because they feel they will obtain better service 
after the purchase and that some people say they shop out­
of-town for the same reason. In this example there is no 
difference in the reason a place was chosen although the 
results are opposite. Differences in environmental and 
evaluative factors, as well as similarities, will be noted 
when these factors are tested among the shopping groups 
to find out reasons for shopping choice. 
Store image and risk are tested as to reasons for 
shopping choice. Because store image varies with the item 
being sought eliciting the criteria of importance in the 
selection of a shopping opportunity for several items 
could greatly lengthen the questionnaire given to the 
sample of Lenoir City residents. As a length reducing 
measure the number of items used in this analysis was 
reduced to three. The items were selected to provide a 
variance in price range, and decision process. 
The risk analysis will consist of asking the 
shoppers how they perceive social and economic risk 
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associated with an item. These risk scores will then be 
tested for differences among the shopping groups to find 
out if there are differences in risk associated with 
different shopping locations. 
How the consumers might react to changing environ­
mental conditions will also be studied . The model 
developed in this research is static and does not really 
treat changes over time. One method to test possibilities 
of change is by examination of the post-purchase feedback 
loop (see the Engel, Kollat, and Blackwell model, Figure 
l, page 12). Within this loop the consumer evaluates his 
or her purchase as to whether it matches the original 
intent, if the shopping experiences was favorable, and 
determines what changes may be made in the future to better 
enhance shopping. Existing information is evaluated as 
well as any new information, if available. The added 
information may be anything that could potentially change 
existing conditions. 
With rising gasoline prices there is uncertainty as 
to whether the present patterns of movement are likely to 
continue (Willenborg and Pitts, 1977) . While there is no 
way to accurately predict the future we can find out a 
consumer's intention as to where he or she will most likely 
shop. The intention about where to shop as gasoline prices 
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increase will be compared to the shopping groups to find 
out if any marked behavioral changes can be anticipated. 
VI. STUDY AREA 
For practical reasons it was important to choose 
a study area near Knoxville, but at the same time choose 
a town that bore some resemblance to several other places, 
with relative locational features pertinent to the study. 
The features needed by the study are that: (1) the town 
has had a reasonably stable commercial district, (2) there 
is a distinct and identifiable larger alternative place to 
shop, and (3) the distance separation between the town 
and the alternative location is far enough to present an 
obstacle to travel, but not so far as to rule out the trip. 
Lenoir City is fairly close to Knoxville (20 miles), the 
undisputed regional capital of east Tennessee (Figure 3). 
Like most towns near a large city there is some commuting, 
but Lenoir City has several of its own industries to 
provide for the labor force. 
Lenoir City has been a rather stable and viable 
retailing town. Towns in Tennessee with a population range 
of 2,500 to 10,000 have an average of 18.8 percent of their 
labor force employed in wholesaling and retailing (United 
States Census of Population, 1970). Lenoir City has a 
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LENOIR CITY IN RELATION 




Figure 3. Lenoir City in Relation to the Surrounding 
Towns. 
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slightly higher percentage with 20.2 percent engaged in 
wholesaling and retailing. The total number of retail 
establishments grew 6.1 percent from 1972 to 1977 (Table 
2). This compares to the state retail establishment growth 
rate of only 0.5 percent. Losses in retail establishments 
were mainly general merchandising and gas stations; a 
trend reflected at the state level as well. Lenoir City's 
sales in retailing activities grew at about the same rate 
as the state; 36.2 percent for Lenoir City versus 38.2 
percent for the state. 
Most of Lenoir City's stores are located in a 
central downtown location. There has been some retail 
growth in the northeast portion of the town along Highway 
95 near the interstate. This is probably a response to the 
interstate opening in the mid-1970's. For the most part, 
however, the central shopping area has remained stable. 
The major shopping district within Knoxville is 
in the western portion of the city and the county, the 
portion most proximate to Lenoir City shoppers. In this 
western Knox County area are most of Knoxville's newest 
and most frequented shopping opportunities. Westown Mall, 
a major indoor shopping center with over 90 stores, is also 
in this area of Knoxville. Because the Westown area is the 
side of Knoxville closest to Lenoir City access for the 
TABLE 2 
RETAIL GROWTH IN LENOIR CITY , 1972-1977 
Type of Establishment 
Building Materials, Hardware , 







Apparel & Accessory Stores 
Furniture, Home Furnishings,
& Equipment Stores 
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42 . 8 
39.5 
49. 4 
53 . 5 
-28 . 0 
27.2 
36.2 
*D means not given because of disclosure rules. 




town's residents is rather easy. There are two alternate 
routes from Lenoir City to this shopping area. One is 
along the interstate (I-75) and the other a United States 
highway (U.S. 11). The distances between these two places 
is only 20 miles but because of traffic congestion at peak 
periods the trip may take as long as 40 minutes. 
Other than Knoxville there are not many other larger 
shopping opportunities nearby. Oak Ridge (1970 populatiou 
of 28,319) to the north is about 30 miles, but the most 
direct route from Lenoir City to Oak Ridge is a winding two 
lane road. Maryville and Alcoa (combined 1970 population 
of 21,547) to the east offer some shopping opportunities, 
but only recently has a direct highway been built connecting 
these places. Thus, Knoxville is the major outside 
opportunity for residents of Lenoir City. 
CHAPTER III 
CONSUMER ANALYSIS FROM THE MODEL 
This chapter is composed of five major parts. The 
first part is a description of the survey that was used to 
gather data from a sample of Lenoir City residents. The 
second part of the chapter contains a discussion of the 20 
shopping items that were used to determine where the sampled 
population went to shop. 
After these discussions the method used to cluster 
the people in the sample into groups by where they shopped 
for 20 shopping items is elaborated. This clustering method 
defines groups of shoppers that have similar buying charac­
teristics. The fourth part of the chapter contains a 
discussion of the data that were used as surrogates of the 
environmental factors. These data consist of socioeconomic, 
demographic, community identity, attitudinal, and distance 
variables. A subset of these data will be used to determine 
whether Lenoir City shoppers bear any resemblance to the 
types found by Stone and whether the different typology may 
be a factor in determining where people choose to shop. All 
the data related to the environmental factor are analyzed in 
the final part of this chapter to characterize the different 
shopping groups found by the clustering method. 
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I. CONSUMER SURVEY 
Over 400 12-page questionnaires were hand-delivered 
to randomly selected households in Lenoir City and the 
immediately adjacent area in order to obtain the information 
needed for analysis (Appendix A). There were two different 
ways in which the survey was distributed to the sampled 
population. First, a sample of residents of Lenoir City 
were asked if they would fill out the survey. They were 
told that the survey was being given as part of the 
university's requirement for a degree and that their confi­
entiality would be assured because the reporting of results 
would only be in aggregate totals. No names or any other 
identifying information were asked for on the form. If 
the respondents said they would be willing to fill out the 
form, the survey was left and was picked up after the 
respondent was given sufficient time to complete it. About 
160 questionnaires were completed using this method of 
delivery and collection. 
When this hand-delivery method proved too costly 
in terms of both time and money, a second strategy was 
employed. If the respondent stated he or she would fill 
out the form, a stamped, self-addressed envelope was 
provided and they were asked to mail the forms to the 
surveyor. 
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The surveys were distributed to ensure that a good 
areal sample would be obtained. A map of Lenoir City's 
census blocks was used as the basis for this sampling. 
This map contained the number of housing units in each 
census block. From this information at least 10 percent 
of the houses in each census block were randomly selected 
to receive the forms. 
Distribution of surveys outside the city were 
handled differently because census block information was 
not available. Other maps or published information 
pertaining to population were not available because the 
population of the area surrounding Lenoir City has grown 
so rapidly in the post 1970 period. The questionnaires 
for the countryside were distributed to an estimated 10 
percent sample of homes obtained from a visual count of 
housing units in the area. Generally, proportionally more 
questionnaires were distributed in the countryside than in 
the city because a greater percentage of people living 
in the countryside stated they would be willing to fill 
out the forms. This countryside area is, therefore, over­
represented compared to the city. 
Two hundred and sixty-three questionnaires were 
returned either by picking them up in person or received 
by mail. The return rate being higher in the countryside 
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represents a possible overrepresentation of the higher 
income groups in the analysis because they generally tend 
to live in the more recent and expensive subdivisions 
outside the corporate limits of Lenoir City. 
Seven of the returned questionnaires had such a low 
response rate to the individual items that they were judged 
unusable and were discarded, leaving a total of 256 usable 
surveys. An estimated return rate using both pick-up and 
mail-back procedure is somewhere between 40 to 45 percent. 
The return rate is thought to be somewhat higher for those 
forms that were picked up in person than for those forms 
distributed with a self-addressed envelope. 
In order to keep track of the location of the 
respondents, without violating their confidentiality, a 
census block number was coded onto the forms of those that 
were picked up personally. On those forms returned by mail, 
the respondents were asked to name the two streets that 
form the closest intersection to their houses. These forms 
were then coded to a census block for the city, or to a 
cell in an arbitrary grid system if the respondents said 
they lived outside the city (Figure 4). 
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II. SHOPPING ITEMS 
In order to keep the questionnaire short in hopes 
of increasing the return rate, 20 shopping items were 
selected. These goods reflect a mix of different types 
of consumer products that may be purchased by any house­
hold . Several different concepts were used as an aid in 
choosing the items for this list. One concept used was 
the idea of a hierarchy of goods. 
In classical Central Place Theory a hierarchy of 
goods defines where shopping items are available (Berry 
and Garrison, 1958). Central place studies based on 
Christaller's version of the theory, such as Berry's study 
of southwestern Iowa, have indicated that small towns are 
unable to support sales of a wide range of goods because 
they lack the threshold levels needed for support (Berry, 
1967). Threshold is defined as the amount of sales 
necessary to support an activity at a particular location. 
The concept has been operationally defined as the popula­
tion level that offers sufficient potential sales to 
support the activity (Berry, 1967). · Ranking goods by 
threshold levels, or population needed to support that 
activity, yields a hierarchy of goods. 
According to classical Central Place Theory, and 
later empirically verified by Berry, towns with a small 
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population base are unlikely to have goods ranking high in 
a hierarchy of goods because they do not have the population 
level necessary to support these goods (Berry, 1967). Goods 
considered to have a low ranking in the hierarchy are 
mainly convenience goods. These are items that have low 
unit prices, and are typically purchased at easily 
accessible stores (Copland, 1923). Higher ordered items, 
on the other hand, tend to have higher unit prices and are 
purchased less frequently. Although any town might have 
some high ordered goods, a nearby larger town will most 
likely have more of these than the small town because the 
city stores have higher potential sales and can afford to 
carry a greater selection. Berry argued that consumers 
wanting these items would go to the city to purchase them 
(Berry, 196 7). 
Low ordered goods along with high ordered goods were 
included on the list of shopping items used in this study 
because low ordered goods should be, according to Central 
Place Theory, the mainstay of a small town. It is 
expected that residents of Lenoir City would shop within 
the town for low ordered goods. On the other hand, high 
order goods would most likely be purchased out-of-town 
because either the town does not carry them, or if they 
are carried selection would be limited. Medium ordered 
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goods should present the greatest variance in place of 
purchase. Goods of various costs and frequency of purchase 
were included in the list to insure that differences in 
shopping habits among a wide range of people would be 
evident. 
Studies of image and risk were also examined in 
order to obtain a good cross section of shopping items. 
Twenty shopping items were finally selected and used in the 
study. These items meet the criteria of hierarchial 
ordering. They have been frequently used in previous 
studies of shopping behavior. The respondents to the survey 
were asked to indicate the store where they last purchased 
the item. 
A summary of the results on choice of shopping loca­
tions is shown in Table 3. Most of the Lenoir City 
residents who shop out-of-town said they went to Knoxville. 
When the respondent stated that he/she shopped in Knoxville 
most of the time the choice was Westown Mall. Several times 
on the questionnaires consumers were unable to identify the 
specific store within the Mall at which they purchased an 
item. Comparing all store choices for all shopping items 
there was a higher relative variance of store choice for 
furniture and cookware within Knoxville. Some shoppers 
indicated they go to stores outside Westown Mall for these 
TABLE 3 
PERCENTAGE OF THE SELECTED SHOPPING GOODS PURCHASED 
BY LENOIR CITY RESIDENTS OUT-OF-TOWN 



























































































































items, but stores they frequented were still within the west 
Knoxville area. Apparently, the Westown Mall is the desti­
nation of most of Lenoir City's out-of-town shoppers, and 
shopping in Knoxville can be considered almost synonymous 
with shopping at Westown Mall. This may be an indication 
that Lenoir City shoppers going to Knoxville make the 
trips to Westown because of the opportunity of multipurpose 
shopping which the mall provides. 
Most other out-of-town shopping trips were primarily 
to towns close to Lenoir City. Loudon (3,782 population in 
1970, a small town to the south of Lenoir City, was the 
second most visited out-of-town shopping location, espe­
cially for tires. Oak Ridge is the third most popular 
out-of-town shopping location. Most of the people or their 
spouses who go to Oak Ridge to shop also work in the Oak 
Ridge area. Chattanooga, Tennessee, a city of 141,094 
persons about 48 miles to the south, was mentioned by three 
people as another optional shopping location. One person 
stated that she goes to Chattanooga about three or four 
times a year on weekend shopping trips. The other out-of 
town shopping locations within the state are relatively 
close to Lenoir City, with Maryville and Alcoa to the east 
of Lenoir City and Kingston (4,142 1970 population) about 
21 miles to the west, being mentioned as shopping locations. 
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Three places outside eastern Tennessee were also 
mentioned. These are Dalton, Georgia, Cleveland, Ohio, and 
Chicago, Illinois. Rugs and carpets were the only items 
purchased in Dalton, one of the largest manufacturing 
centers of carpeting in the United States (McGregor and 
Maxey, 1974). The other out-of-state shopping locations 
were chosen by people who had either lived there previously 
(two persons) or, who go there in the course of work (one 
person). 
A hierarchy of goods was found for residents of 
the Lenoir City area by ranking the goods by the percentage 
of times consumers shopped for the goods out-of-town. This 
hierarchy is not considered to be typical according to 
classical Central Place Theory. Several expensive and 
infrequently purchased items, such as furniture, rugs, and 
major appliances, are in the mid-ranking of items purchased 
out-of-town (Table 3). It was expected that these types 
of items to be purchased in Knoxville if the Central Place 
Theory had validity in the Lenoir City area. Convenience 
items, such as groceries and over-the-counter medicines 
do, however, conform to the typical central place 
hierarchy--few people go far to purchase them. 
Apparently, Lenoir City's stores can successfully 
supply the demands put on them by many of their residents 
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for some goods that were originally thought to be high order 
goods because these goods are purchased in-town. The 
commonly used surrogates in many geographical studies of 
hierarchial level of a central place, such as the number 
of stores or central functions, are not sufficient to 
predict where people will purchase an item. Rather, what 
may be important is how the people of the area feel about, 
or perceive, the stores, and if the store operators are 
cognizant of, and respond to, the demands of their 
clientele. 
III. CONSUMER GROUP DEFINITION 
In this section is a description of the method that 
was used to group shoppers into categories of those who 
shop in-town and those who shop out-of-town. All 20 
shopping items were used in the clustering method to form 
groups of shoppers. In order to accompish the grouping 
based on where the consumers shopped for similar items in 
the same place, a cluster analysis method, based on Ward's 
clustering algorithm, was used (Ward, 1963). In this method 
the pair of shoppers with the most similar patterns of 
spatial choice would be grouped first. This first group of 
two replaced by a weighted centroid of the two shopper's 
initial point representation in the functional space. The 
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second most similar pair is then grouped with weighted 
centroids determined from the previous step, and so on until 
there is one group left. This procedure may be stopped 
anytime before completion of the aggregation process 
yielding any desired number of groups. Deciding upon the 
final number of groups to be used in subsequent analyses 
is somewhat subjective, but is usually based on a rapid 
increase in the within group variance as members are added. 
In order to find similar pairs of shoppers a matrix 
of similarity scores was constructed. Location of the store 
where each item was purchased was coded as a one (1) if the 
item was purchased out-of-town; zero (0) otherwise. Because 
of the overwhelming choice of Knoxville as the preferred 
out-of-town shopping opportunity, "Knoxville" and "out-of­
town" are used interchangably. Once the data were in this 




d .. = ~ lJ k=l 
= 1 if person shops out-of-townxik i 
for good k; 0 otherwise 
= 1 if person shops out-of-townxjk j 
for good k' 0 otherwise 
d .. = a similarity scorelJ 
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A similarity score, dij' of zero indicates the two shoppers 
had made identical choices of shopping town (i.e., they 
shopped for the same items in exactly the same town). 
Because there are 20 items a similarity score of 20 on the 
other hand, indicated that the two shoppers had different 
behaviors, shopping at different towns for each of the 20 
items. A 256 x 256 matrix was constructed for all pairs 
of shoppers in the sample which was used in the clustering 
program. In this method all items are considered equal 
because the main concern of this study is the action of 
foregoing opportunities in the town of residence. The 
purchase decision for each item, however, has a different 
degree of involvement associated with it by each consumer. 
If the degree of involvement could be measured, the items 
could then be weighted by their associated involvement to 
reflect differences in how the residents view purchase 
decisions. 
By using Ward's clustering algorithm on the 
similarity matrix, five distinct groups were found. In 
order to identify which items were purchased most frequently 
out-of-town by each of the five shopping groups, the loca­
tion where each of the 20 items was purchased was summed 
by the group to which the consumer belonged (Table 4). 
Shoppers that were classified into the first group by the 
TABLE 4 
PERCENTAGE OF TIMES EACH SHOPPING GROUP PURCHASED ITEMS OUT-OF-TOWN 
Consumer Personal Household 
Item Heavy Item Item Heavy 
Categories Inshoppers Inshoppers Out s hoppers Out shoppers Out shoppers 
Curtains 0 . 0 38.9 63 . 3 81. 0 100 . 0 
Man's suit 0 . 0 31. 4 79.4 71.4 92.8 
Sleepwear 0 . 0 32.3 77 . 5 53 . 4 100 . 0 




0 . 0 
0.0 
0.0 
27 . 2 
24 . 2 
23.6 
65.3 
69 . 4 
79.6 
76 . 2 
71 . 4 
38 . 1 
100 . 0 






0 . 0 
0 . 0 
30.2 
24.2 
30 . l 
53.1 
55.l 
36 . 8 
66.7 




100 . 0 
Furniture 0 . 0 19.9 59 . 2 90.5 100 0 
Cookware 0.0 17.6 57.1 66.6 78.5 
Tires 0 . 0 33.l 26.6 57.2 71.4 




0 . 0 
17.7 
20.6 




92 . 9 
100 . 0 
China 0 . 0 23 . 5 53 . 1 61. 9 92 . 8 
Groceries 0.0 16.9 28.6 23 . 8 71.4 
Medicine 0.0 5.9 24.4 19.0 71.4 
Number of consumers 
in the group 36 136 49 21 14 
Average number of 
items purchased 




cluster analysis method did not leave Lenoir City for any 
of the 20 shopping items, possibly indicating either an 
extreme loyalty to their own town, or lack of desire, or 
ability to go elsewhere to shop. For reference this group 
is called "Heavy Inshoppers." The fifth grouping of 
consumers, on the other hand, is composed of people who 
shopped out-of-town for at least 85 percent of the shopping 
items. Over two-thirds of this group even shopped out-of­
town for groceries, and for the most frequently purchased 
intown item, over-the-counter medicines. This group will 
be referred to as "Heavy Outshoppers." 
The other three groups are composed of people who 
shop extralocally for some of the items, but these groups 
differ in the number and the types of items purchased out­
side of Lenoir City. The second group listed in Table 4 
consists of consumers who have shopped outside Lenoir City 
for some of the items, but overall this group does not 
shop extralocally as much as the third, fourth, and fifth 
groups. Because of their patronage of Lenoir City stores 
the second group will be referred to as "Inshoppers." 
The third and fourth groups listed in the table 
shopped for several items out-of-town. A visual examination 
of Table 4 reveals that the percentage of consumers who 
shopped out-of-town for different items does vary between 
these two groups. The fourth group has a significantly 
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higher percentage of extralocal shoppers than the third 
group for the following items: curtains, stereo equipment, 
furniture, cookware, toys, and china. The third group 
contains higher percentages of people who shopped out-of­
town for sleepwear, dress shirts, and fancy dresses than 
the fourth group. The shoppers in the third group generally 
seem to have a greater propensity than the shoppers in the 
fourth group to shop extralocally for items that can be 
considered personal such as clothing. The fourth group of 
shoppers, on the other hand, shop out-of-town more 
frequently for household items than do consumers in the 
third group. Because of these purchasing pattern differ­
ences, the groups are designated "Personal Item Outshoppers" 
and "Household Item Outshoppers" respectively. 
These five groups may be considered as a continuum 
similar to that proposed by Samli and Uhr because the 
average number of items shopped for out-of-town by each 
group increases steadily from the Heavy Inshoppers to the 
Heavy Outshoppers (Table 4). The idea of a continuum of 
shoppers from inshoppers to outshoppers could be further 
substantiated by the number of times the different eroups 
go to Knoxville to shop during a typical month (Table 5). 
The three groups of outshoppers (Personal Item Outshoppers, 
Household Item Outshoppers, and Heavy Outshoppers) go to 
TABLE 5 
NUMBER OF TRIPS MADE TO KNOXVILLE BY THE SHOPPING GROUPS* 
Personal Household 
Heavy Item Item Heavy
Inshoppers Inshoppers Outshoppers Out shoppers Out shoppers Total 
Number of times went 
to Knoxville to 
shop during a 
month . 9 2.0 2 . 6 2.6 3.6 2.2 
Number of times 
went to Knoxville 
other than to 
shop during a 
month .8 1.4 1. 7 2.0 3.3 1.6 
*These numbers are the midpoint replacement averages for questions given in 




Knoxville to shop over two times a month, which is above 
the average number of trips for all the sampled population. 
Personal Item and Household Item Outshoppers tend to make 
approximately the same number of trips per month. When 
asked about the number of times they go to Knoxville for 
reasons other than shopping, Heavy Outshoppers were also 
found to be more frequent visitors to Knoxville than the 
other four groups. Although the shopping groups were found 
by methods based on distinct shopping patterns there seems 
to be a continuum of shoppers based on frequency of trip 
from those who shop intown to those who shop out-of-town 
as suggested by Samli and Uhr (Samli and Uhr, 1974). 
Whether the continuum is valid for environmental and evalua­
tive factors as well ·will be examined later. 
Knoxville seems to be an integral part of the Heavy 
Outshopper's activity space. Activity space is defined as 
that area with which a person has contact and within which 
the person's activities take place (Horton and Reynolds, 
1969). Personal Item and Household Item Outshoppers also 
think of Knoxville as part of their activity space, but to 
a lesser degree, while the two inshopping groups (Heavy 
Inshoppers and Inshoppers) probably view the trip to Knox 
Knoxville as a special trip involving extra effort. 
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IV. DESCRIPTION OF VARIABLES USED IN THE ANALYSIS 
The distinct differences in the shopping pattern 
among the five shopping groups may be attributed to the 
consumer's environmental influences. The environmental 
factors that may contribute to the differences among the 
shopping groups include individual socioeconomic or 
demographic characteristics, the feeling of community 
identity, distance barriers, or the individual's general 
attitude about shopping. These factors will be tested to 
find out what differences are present among the shopping 
groups. 
A subject of environmental factors was used to deter­
mine if the typology of consumers Stone had found important 
is replicated in the Lenoir City study area, and can be 
used to identify the differences in shopping pattern. The 
typology of consumers was accomplished by factor analyzing 
questions pertaining to the typological formations. An 
individual's place in Stone's consumer typology was found 
by using factor scores. These factor scores were also used 
in the analysis of between group differences in the fifth 
part of this chapter. Before discussing the actual 
algorithms used to identify the differences in the environ­
mental factors that contribute to the different behaviors 
among the groups, the data used will be explained. 
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Socioeconomic and Demographic Data 
Most of the types of socioeconomic and demographic 
data collected for this study have been used in other 
marketing and geographic studies as explanatory variables 
that distinguish shopping behavior (see Section I of the 
survey in Appendix I for the questions used in this part 
of the study). It was initially felt that sensitive 
family income information would be the most difficult to 
ascertain from the sampled population. To ameliorate the 
potential non-response problem to such personal monetary 
questions, incomes were grouped into categories in the 
survey with hopes of increasing the response rate. As 
expected, this question was the least answered in the 256 
surveys used in this study. Even though the response rate 
was the lowest on the survey only 16 percent of the people 
filling out the survey did not complete the income question. 
If income data are missing it may significantly affect the 
results of analysis and, therefore, a method to replace 
the missing data was used. When missing income information 
was encountered an approximation of household income was 
substituted. The derived figure used for a town resident 
who refused to disclose this information was the average 
income of respondents living in surrounding census blocks. 
For residents of the rural area who failed to respond to 
the income question, the average income of the respondents 
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living within relevant cell of the grid was substituted. 
These approximations, of course, assume local scale spatial 
homogeneity. Because the cells are small, and because 
subdivisions are fairly uniform in this area; this assump­
tion can be made. 
Educational attainmen½ another commonly used indi­
cator of socioeconomic status, was coded as the number of 
years of education of the head of the household. 
In order to simplify the demographic variables and 
condense them to an understandable factor, Wells and Gubar 
suggested using a lifecycle measure (Wells and Gubar, 1966). 
They suggested that lifecycle is composed of an orderly 
progression of states as follows: 
1. Bachelor stage; young, single people. 
2. Newly married; young married people. 
3. Full nest I; young married with dependent 
children. 
a. youngest child under six 
b. youngest child six or over 
4. Full nest II; older married couple with 
dependent children. 
5. The empty nest; old married couples with no 
children living with them . 
a. head in labor force 
b. head retired 
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6. The solitary survivor; old single people. 
a. in labor force 
b. retired 
There are problems using lifecycle as a variable 
because the categories, while mutually exclusive, are not 
exhaustive. Widows and widowers, particularly when young, 
and divorced persons cannot be easily categorized into any 
of the life cycle progression states. Wells and Gubar 
feel that forcing people into non-exact categories is, 
however, irrunaterial to the results because the people who 
do not fit neatly into the categories described above 
account for only 5 to 10 percent of the population. 
The stages in lifecycle were calculated for each of 
the sampled respondents using age, marital status, number 
of children and work status. Nine categories were used to 
indicate an orderly progression in the lifecycle. Only 
about 5 percent of those surveyed did not fit into this 
orderly progression. Most not fitting in the progression 
were divorced persons who were classified in the lifecycle 
progression according to age and number of children. 
Variables concerning marital status, work status 
of both wage earners (if the wife worked outside the home) 
were also included separately in the analysis. These 
measures were recoded to dichotomous variables. Other 
variables used for subsequent analysis include age of the 
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shopper, number of people in the family, and number of 
children under 16. 
Length of residency in the area, as a measure of 
familiarity with shopping opportunities, has been suggested 
as a factor that might influence people's decisions about 
where to shop. Number of years the person had resided in 
east Tennessee, in Lenoir City, and at their present 
residence were converted to a percentage of the respondents' 
age in order to more equitably compare persons of vastly 
different age. 
As an indicator of the ease of access to out-of­
town shopping opportunities the number of automobiles in 
the family was also ascertained from the questionnaire. If 
a family member has difficulty obtaining a vehicle to make 
a trip to a distant shopping location the trip may not be 
desirable. The variable used to measure the potential 
ease of making a trip was the number of automobiles per 
person of legal driving age (16 years old and older) in 
the family . 
Community Identity Data 
Identity with the community is a rather elusive 
concept and is hard to measure . It entails the feeling of 
sentimental attachment one has toward community affairs. 
Length of residency in the area may not be a very good 
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surrogate to define one's feelings about a place, since 
even long term residents may not feel part of the whole 
community. 
Haga and Folse asked a simple question to obtain 
community identity; "To what community do you feel you 
belong?" (Haga and Folse, 1971). If this question was used 
in the Lenoir City context most respondents would probably 
answer Lenoir City because there is a "high correlation 
between community of residence and community identity" 
(Clement, Rojeck, and Beck, 1974, p. 93). This sample 
question does not, however, measure the strength of 
community identity or the person's feeling of attachment 
to the community. 
To indicate a feeling of belonging to the community 
three questions derived from Kasarda and Janowitz's study 
of community attachment were asked in the questionnaire 
(Kasarda and Janowitz, 1974, p. 331). These are: 
1. Is there an area around here where you are now 
living which you would say you belong to and where you feel 
''at home?'' 
Yes No 
2. How interested are you to know what goes on in 
Lenoir City? (circle one) 




4. not interested 
5. not very interested 
3. If for some reason you had to move away from 
Lenoir City, how sorry or pleased would you be to leave? 
1. very sorry 3. undecided 5. very pleased 
2. sorry 4. pleased 
These questions are similar to those asked by Great Britain's 
Britain's Royal Commission on Local Government which sought 
to measure the degree of community identity. These ques­
tions identify two main aspects of attachment to the 
community--interest and feeling of belonging. 
Types of Shoppers 
Lenoir City shoppers were analyzed to find if there 
is evidence that a quadripartite typology of shonpin?, 
motivation has validity for Lenoir City residents as it 
did for those in Chicago that Stone found in his study 
(Stone, 1954). Stone asked shoppers open-ended questions 
pertaining to their shopping habits. In a follow-up study 
Boone used more directed questions to obtain a typology 
of consumers (Boone, Kurtz, Johnson, and Bonno, 1974). 
These questions relating to personalizing, economic, and 
ethical behavior, as well as, apathy in shopping were used 
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in this Study (see Section XIII and Section X of the ques­
tionnaire in Appendix A). 
In order to obtain the typology of consumers these 
data were analyzed using a factor analytic method with R2 
replacement of the diagonals using a varimax rotation to 
obtain maximum separation of the groups (Table 6). Using 
this method each recovered factor would indicate a type of 
shopper. Actually, several different methods of factor 
analysis were attempted in order to determine if the 
results between the methods were similar, thus, determining 
the robustness of the analysis. All methods yielded 
approximately the same results which adds credence to the 
explanationandjustifies the belief that there are identi­
fiable types of shoppers living within the Lenoir City area 
(see Appendix B). 
In each of the factor analytic methods five factors 
were found having eigenvalues greater than one. Among 
the methods factors were all similar, although there are 
some differences in the variables contributing to the 
factors. Using an oblique factor method it was found that 
the factors were almost orthogonal as indicated by the low 
correlation between the factors. This indicates that not 
only are the five groups defendable, they also appear 
statistically independent and distinct. The typology of 
.J.. C"'l.J.J .J.J.J...I V 
FACTOR LOADING MATRIX OF SHOPPING QUESTIONS RELATED TO STONE'S CLASSIFICATION* 
Items Factor I Factor II Factor III Factor IV Factor V 
Good quality items 
Good selection of items 
Ease of shopping 
Good follow-up service 
Good value for price 
Fast service 
Locally owned--better service 
Small stores more fun 
Local stores locally owned 
Lenoir City has everything 
Friendly service 
Helpful sales person 
All stores the same 
Shopping is a bother 






















shoppers derived by the factor analysis methods using 
varimax rotation was similar to Stone's clasification, 
except for Factor V (Table 6). 
The variables loading high on Factor I are the 
availability of good quality items, good selection of a 
particular item, ease of shopping, good value for the 
price, and fast service. This factor thus contains a 
series of variables that, except for fast service, can be 
interpreted as "economic" considerations. 
Variables pertaining to small stores load most 
highly on Factor II. Without further analysis it may be 
inappropriate to say that individuals with high scores on 
this factor are the same as Stone's ethical shoppers, but 
this factor does strongly indicate that some people have a 
very distinct preference for small stores and small towns. 
Direct evidence of town support was upheld during conversa­
tions with the people of Lenoir City as the survey was 
being distributed. Several people indicated they shopped 
in the town because they wanted to keep their money 
circulating within the town. They indicated that this was 
their expression of support for the town. 
In order to find out if there was a relationship 
between the "ethical shopper" as defined by Factor II and 
the degree of community identity, data obtained from the 
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three community identity questions were compared with the 
factor scores from Factor II. The factor scores were 
divided into four groups along a continuum in order to 
ascertain those shoppers in the population that could be 
labeled "very ethical" to those lacking in local pride. 
These four groupings of factors scores were then tested in 
an analysis of variance with the three community identity 
questions as independent variables. 
Only one of the three questions proved statistically 
significant from the analysis of variance. This question 
was how sorry or pleased the person would be to leave 
Lenoir City. People with high scores on Factor II would 
be very sorry, while people with low scores would not be 
sorry to leave Lenoir City. There is no statistical 
difference in people's feelings about interest in what goes 
on in Lenoir City, nor are there differences in the 
feelings of being "at home" in Lenoir City. The fact that 
people who scored high on Factor II would also be sorry to 
leave Lenoir City gives some credence to the idea that local 
shopping should be a reflection of degree of local support. 
The third significant factor obtained from the 
factor analysis describes a "personalizing" shopper. 
Friendly service and helpful salespersons loaded highly on 
this factor; these are the same types of variables Boone 
et al. used to describe shoppers who liked personal service 
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(Boone, Kuntz, Johnson, and Bonno, 1974). "Personalizing" 
shoppers choose a place to shop that they feel offers 
personal service. 
The question "shopping is a bother" and "all stores 
are the same" loaded highly on the fourth factor. This 
indicates that this factor describes an apathetic shopper. 
Types of shoppers who do not care where they go to shop 
since they feel all stores are the same will probably 
choose any store they feel has the item sought. Because 
Lenoir City's stores carry all the selected survey shopping 
items, people who have a high loading on this factor will 
most likely shop within the town in order to minimize 
their shopping efforts. 
A final factor indicating multipurpose shoppers, 
those who like Knoxville because of the many stores in close 
juxtaposition where they can shop for several items at one 
time, or they can easily search for a specific item in 
several places, was also found. This factor is unlike the 
ones found in the studies by Stone and Boone et al., and 
differentiates the present study from them. The two ques­
tions that loaded highly on this factor were used by Boone 
et al., and the idea these question address, which is 
multipurpose shopping, was not developed by Stone's deduc­
tive reasoning. Multipurpose shopping was included in the 
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analysis because it was felt it would be another dimension 
of the economic shopper and that the two questions relating 
to multipurpose shopping would load on the economic factor. 
Multipurpose shopping was originally thought to be a 
component of economic shopping because making a multi­
purpose trip is an energy saving method. The multipurpose 
shopping factor does not, however, relate well to the 
economic shopping factor as indicated by the low correla­
tion (.11) between these factors in the obliquely rotated 
factor analysis (see Appendix B). Consideration of multi­
purpose trips and comparative shopping may strongly affect 
the decision to go out-of-town because the likelihood of 
finding a complementary juxtaposition of shopping oppor­
tunities diminishes in Lenoir City. 
Factor scores for each of the Lenoir City shoppers 
in the sample were calculated from the five factors. A 
shopper scoring high on Factor I can, for example, be 
considered an economic shopper, and so on. These factor 
scores for each individual consumer in the sample were 
used in order to determine if this typology of consumers, 
which is similar to the one Stone found, could explain 
the differences in the spatial shopping choice. 
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Attitudinal Questions 
A complete series of questions relating to shopping 
attitudes could not be asked because of the length of the 
questionnaire. A few questions were, however, included 
on the questionnaire that pertained to how the person felt 
about Knoxville's and Lenoir City's shopping opportunities. 
These questions were included to determine an individual's 
overall attitude about the major opportunity sets avail­
able. The questions were asked directly; Do you like or 
dislike shopping in Lenoir City (Knoxville)? 
Sampled individuals were also asked whether they 
were familiar with stores in the Lenoir City area. Answers 
to this question were used to find out if the shoppers 
simply shopped extralocally because they did not know what 
the town has to offer. About two-thirds of the sample 
stated they were familiar with the stores in Lenoir City. 
Only 1 percent responded they were not at all familiar with 
Lenoir City's stores. The people who responded that they 
were not at all familiar with Lenoir City's stores were 
all recent residents in Lenoir City. Apparently, most of 
the residents of the Lenoir City area feel that they are 
familiar with stores in the area and shop extralocally 




Two measures of distance were used in the study. 
One was a perceptual question about how the respondents 
felt about the distance separation between Lenoir City and 
Knoxville and the other was an objective distance measure 
to the center of Lenoir City from their home. The objec­
tive distances were calculated from the center of the 
resident's census block to the approximate peak value inter­
section (PVI) of Lenoir City using the shortest road route. 
For out-of-town residents, the distances were measured 
from the center of the grid cell in which the shopper 
resides along the most direct route to the PVI. 
To ascertain how people feel about the distance 
separating the Lenoir City area and Knoxville, a question 
was asked whether the drive to Knoxville was a problem . 
About 70 percent of the people in the sample responded to 
this question that the drive to Knoxville was not a problem. 
So overwhelming was this response that this question may 
well indicate people perceive both Lenoir City and 
Knoxville to be part of their activity space (Horton 
and Reynolds, 1969). This expressed attitude is not, how­
ever, supported by their overt actions. Only 39 percent of 
the sampled population say they go to Knoxville more than 
three times a month to shop, while only 27 percent go three 
or more times a month to Knoxville other than to shop. 
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While the drive may not be a problem to the vast majofity 
of Lenoir City residents, Knoxville does not seem to have 
the attractiveness to draw some people there. 
V. ANALYSIS OF THE FIVE SHOPPING GROUPS 
DEFINED BY ENVIRONMENTAL FACTORS 
In this section the five shopping groups defined by 
the cluster analysis are examined to determine if environ­
mental factors and general attitudes are different among 
them. If it is true that similar overt behavior is the 
result of similar traits, then it would be expected that 
each group will have a unique set of associated environ­
mental factors and general attitudes. The groups could be 
characterized by these unique sets of factors, and these 
characterizations would, therefore, aid in understanding 
why one place was chosen over another. Because the shopping 
groups are rather broadly defined, several environmental 
factors may contribute to the behavioral patterns, Heavy 
Inshoppers, for example, may be categorized as such because 
they are apathetic shoppers, or because they are ethical 
shoppers. In this example there is more than one set of 
factors per group. 
The previously defined environmental data consist 
of socioeconomic, demographic, community identity, and 
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distance measures, plus the factor scores from the five­
fold typology derived from the factor analysis. The 
attitudinal data are derived from the questions on general 
attitudes. 
A stepwise multiple discriminant analysis (SMDA) 
was used to describe whether these environmental and 
attitudinal data vary amons the shopping groups. The goal 
of a multiple discriminant analysis is to assess whether 
the mean scores of the input data (in this case the 
environmental and attitudinal data) are significantly 
different among discrete groups (in this case the five 
shopping groups). Multiple discriminant analysis is 
different than an analysis of variance because all the 
variables used to discriminate between the groups are 
handled simultaneously. Multiple discriminant analysis 
accomplishes the analysis of the differences by forming 
one or more variables into linear discriminant functions 
(LDF) of the following form: 
di= b1Z1+b2Zz+ 
where, d. = discriminant score on function i 
l. 
b = weighting coefficient 
z = standardized value of the k discriminant 
variables used 
k = number of variables used in the analysis. 
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The standardized b values indicate the relative contribu­
tion of each variable to the LDF; they are analogous to 
beta coefficients in a multiple regression analysis. In 
stepwise discriminant analysis variables are entered into 
the progr~m by the degree of significance they contribute 
to the functions. Ideally, the d. 's for cases within a 
i 
group will be fairly similar if the chosen set of discrimi-
~ating variables can distinguish the a priori groups. 
The number of functions derived by the discriminant 
analysis always equals at most one less than the number of 
a priori groups. Because five shopping groups are used 
in the analysis the maximum number of derived significant 
functions possible is four. These functions are all 
orthogonal. The importance each function contributes to 
the analysis can be determined by the eigenvalue, the 
relative contribution of the eigenvalue to the analysis, or 
or the change in Wilke's Lambda. The eigenvalue measures 
the relative importance of the function. Wilkes' Lambda 
is the inverse of the discriminating power in the original 
variables which has not been removed by the discrimination 
ability of the analysis. The overall significance of the 
multiple discriminant analysis is indicated by the confu­
sion matrix, which shows the percentage of the sample 
correctly classified. 
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Each function in multiple discriminant analysi.s can 
be interpreted in the same way as a factor in factor 
analysis. The location of the group centroids, or mean 
values of the group, along the function can show the 
separation among the groups, and how the function tends to 
separate the a priori groups. 
About 55.2 percent of the sampled population was 
classified into the a priori group they belong to by the 
discriminant analysis. Most of the incorrectly classified 
persons are classified into groups that are on the 
horizontal cells adjacent to the main diagonals of the 
confusion matrix (Table 7). If the shopping groups are 
considered to form a continuum from Heavy Inshoppers to 
Heavy Outshoppers the environmental and attitudinal 
variables differentiate well among the groups. The groups 
are shown in this order in the confusion matrix (Table 7). 
The a priori category of Personal Item Outshoppers has the 
lowest amount predicted correctly (48.8 percent). But a 
total of 36.6 percent of the misclassified cases are in 
adjacent cells of the main diagonal. Adding the percentage 
of cases in the cell of the main diagonal with the adjacent 
cells gives a total of 85.4 percent of the cases correctly 
predicted or closely associated Personal Item Outshoppers. 
This would indicate what the misclassified consumers 
TABLE 7 
CONFUSION MATRIX FROM THE DISCRIMINANT ANALYSIS 
Predicted GrouE 
Personal Household 
Heavy Item Item Heavy 
Actual Group Inshoppers Inshoppers Outshoppers Outshoppers Outshoppers 
Heavy Inshoppers 50.0 38 . 9 0.0 5.6 5.6 
Inshoppers 14.9 36.4 16.0 11. 7 1.1 
Personal Item 
OutshoppP.rs 9.8 17.l 48.R 19.5 4.9 
Household Item 
Outshoppers 0.0 20.3 6.7 66.7 6. 7 
Heavy Outshoppers 0.0 7. 7 30.8 0.0 61. 5 




would have in common with the environmental characteristics 
of those in adjacent groups. For example, a Personal Item 
Outshopper would most likely be misclassified as either an 
Inshopper or a Household Item Outshopper. If the continuum 
concept is valid for explanatory factors as well as overt 
shopping behavior it would be expected that misclassified 
consumers would be similar to adjacent groups because 
these groups are else on the continuum. 
Most of the misclassified cases (38.9 percent) of 
the a priori Heavy Inshopper group are in the adjacent 
group--the Inshoppers. This results indicates that these 
two groups have rather similar environmental characteristics. 
Overall the predicttion rate in differentiating 
among groups, especially the differentiation between the 
two groups of people who tend to shop in Lenoir City and 
three outshopping groups, is quite good. This rather high 
prediction r ate mean s that there are variables t hat can be 
used to give a reasonably good characterization of the five 
shopping groups, and that Lenoir City shoppers can be 
characterized by relatively few significant variables. 
Of the initial 27 variables used in the discriminant 
analysis 14 were found to be significant in discriminating 
among the five shopping groups. These variables were 
formed into three linear discriminant functions (Table 8) . 
TABLE 8 
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STANDARDIZED LINEAR DISCRIMINANT FUNCTION 
USED TO DISCRIMINATE BETWEEN THE 




Coefficient for Function 
Variables Used* I II III 
Income 
Like Shopping L. C. 
Sorry to Leave 
Like shopping in 
Knoxville 






























































*Those significant at the .05 level. 
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Function I, the most significant function, explains 
68.4 percent of the total variation in the data. Since 
this function explains so much of the variation, the 
variables contributing to this can be considered the most 
important in the analysis. The group centroids, which 
are the mean discriminant scores for each group, are spaced 
along this first LDF at fairly regular intervals, indicating 
this function separates the groups into a continuum based on 
the variables contributing to this function (Figure 5). 
The groups most closely spaced on this first LDF are 
Personal Item Outshoppers and the Household Item Outshoppers. 
This seems to indicate there are few, if any, distinguishing 
characteristics between these two shopping groups on the 
variables that contribute to this function. The main 
separation seems to be between the two inshopping groups 
and the three outshopping groups, indicating these groups 
are distinctive. 
The most significant variable contributing to 
Function I is income level (Table 8). This variable, 
among all others, is the one that would best differentiate 
among the shopping groups. The outshopping groups tend 
to have much higher average incomes than the two inshopping 
groups. The average incomes for the inshopping groups is 
less than $10,000/ per year, with Heavy Inshoppers, the 
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Figure 5. Location of the Group Centroids Along 
Function I and Function II. 
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lowest income group, averaging less than $7,000 per year. 
People in the three outshopping groups average well above 
this amount. Heavy Outshoppers have the highest incomes, 
more than $15,000 per year. Personal Outshoppers earn a 
little more than Household Item Outshoppers. 
Other variables contributing to the differentiation 
among groups along Function I are their like or dislike of 
shopping in Lenoir City or Knoxville, the degree to which 
they would be sorry to leave Lenoir City, the percentage 
of their life spent in east Tennessee, familiarity with 
Lenoir City's stores, marital status, and the number of 
children under 16 living in the household. As expected, 
the three outshopping groups like shopping in Knoxville 
and the two inshopping groups like shopping in Lenoir City. 
There is a smooth continuum of mean values among the five 
groups on these variables. These attitude questions indi­
cate that simple affection for a place may be reason enough 
for shopping there. The mean values of the question for 
the groups indicate that no group really dislikes shopping 
in either place, but they seem to have distinct preference 
as to where to shop. 
The "sorry to leave Lenoir City" question is more 
complex to explain because "Inshoppers" on the average would 
tend to be the most sorry to leave Lenoir City while the 
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"Heavy Inshoppers" would not be quite as sorry to leave. 
It was hypothesized that people who shop in town the most, 
in this case the "Heavy Inshoppers," would also be the 
most sorry to leave because this question is an indicator 
of attachment to the community. Nevertheless, both 
shopping groups seem to have more attachment to Lenoir City 
than Outshoppers. 
The percentage of years living in east Tennessee is 
high for the people in the two inshopper groups and low for 
the people in the three outshopping groups in a predictably 
continuous fashion. The difference in the percentages of 
their total lives spent in east Tennessee between the 
Heavy Inshopper, 82 percent, and Heavy Outshoppers, 44 
percent, is quite striking, although on the average most 
of the people have spent most of their life in east 
Tennessee (57 percent). 
Most people in the sample were familiar with stores 
in Lenoir City, but there is a slight difference in the 
degree of familiarity between the three inshopping groups 
and the two outshopping groups, with the outshoppers 
stating they are less familiar. 
Nearly all of the people in the three outshopping 
groups are married, while the two inshopping groups contain 
more single people. A crosstabulation of marital status 
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with the shopping groups revealed that all of the single 
outshoppers are divorced, while most of the single 
inshoppers were widowed. Heavy Outshoppers have, on the 
average, fewer children than the other two outshopping 
groups. The two inshopping groups have on the average 
even fewer children than the other groups. 
Function II separates Heavy Inshoppers from the 
other groups as shown by the position of the group centroids 
for Heavy Inshoppers in relation to the centroids of the 
other four groups along Function II (Figure 5). Contributing 
most to this differentiation are the "ethical" shopping 
factors scores, the factor scores that includes the 
variables relating to supporting the town, and the 
apathetic scores. Heavy Inshoppers have a much higher 
loading on these factors than the other four groups. This 
was expected; ethical shoppers frequent the stores in 
the town, and apathetic persons shop in Lenoir City because 
they do not care where they go to shop and they desire to 
minimize their effort when they go shopping. The Heavy 
Outshoppers are also the least like the "ethical" shopper, 
although they are not the least apathetic. The degree to 
which a person would feel sorry to leave Lenoir City, and 
marital status are also major contributing factors to 
Function II. Educational attainment was highest for Heavy 
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high school and most having some higher education. Heavy 
Inshoppers, on the average, have only completed eight years 
of education. The other three groups on the average 
completed between 11 and 12 years schooling. 
The final significant function is responsible for 
separation between the outshopping groups. Interest in 
what goes on in Lenoir City is the most important variable 
contributing to the third LDF. Heavy Outshoppers, as 
expected, are the least interested in what goes on in 
Lenoir City, but for some unexplained reason, Household 
Item Outshoppers tend to be the most interested in what 
goes on there. For the most part wives of the Heavy Out­
shoppers do not work outside the home while the wives of 
the married persons in the two inshopping groups tend to 
be employed. 
The distance variable measuring the distance from 
the PVI to the shopper's home does not significantly 
discriminate between the groups, although in the Lenoir 
City area the higher income groups tend to live further 
from the city center than do low income groups. Also, 
there is a slight directional bias; the higher income 
groups have slightly easier accessibility to Knoxville, 
living mainly at the eastern portion of the study area. 
This small difference in accessibility may be considered 
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a deterrent to shopping in Knoxville, but the findings do 
not indicate this to be so. The lack of accessibility to 
Knoxville, as indicated by the question in the survey, was 
not really a deterre.nt to shopping there. 
CHAPTER IV 
EVALUATION PROCESS 
In this chapter two evaluation processes are tested 
to determine if they are useful in explaining a comsumer' s 
choice of a town in which to shop. The evaluative processes 
tested here include the concepts used in analysis of store 
image and evaluation of social and economic risk associated 
with the purchase of a shopping item. The analysis of 
store image was undertaken to find out if the five shopping 
groups defined by the cluster analysis considered different 
store attributes important in choosing a place to shop. The 
risk associated with the purchase of an item is also 
analyzed for each of the five shopping groups to determine 
if risk reducing strategies are used in choosing a place 
to shop. 
I. STORE IMAGE ANALYSIS 
The store image analysis concept was used because 
it is capable of explaining why a place was chosen for 
shopping. As mentioned in Chapter II, the image a person 
has of stores will be different depending on the item sought. 
Because the length of the questionnaire would have been too 
long if all 20 shopping items were included, three items 
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were chosen because they represent different positions in 
a typical hierarchy of goods . . Over-the-counter medicines, 
because they have a low unit price and are purchased rela­
tively frequently,were chosen to represent a low ordered 
good. Furniture, with high unit price and infrequency of 
purchase, was selected as a high ordered good, while 
clothing was chosen because it represents an item that is 
between medicine and furniture on a typical hierarchy of 
goods. The ranking of these items by the number of times 
they were purchased extralocally by Lenoir City shoppers is 
not in the initially expected order (Table 3, page 65 ). 
Furniture is in the middle of the continuum of goods marked 
from low to high on the basis of the percentage of extra­
local purchases, while clothing is purchased extralocally 
by more of the sampled population than furniture. This 
change from the expected results of the attitude analysis 
will be explained below. 
Attitudes toward Knoxville as a shopping place were 
calculated using the Fishbein formulation which was 
explained in Chapter II. This model states that a person's 
attitude about a place is the summation of the store 
attributes a place has multiplied by the weight, or impor­
tance, the consumer associates with those attributes (see 
formula on page 34). The store attributes that were used 
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in this study were derived from a study by Lindquist 
(Lindquist, 1974-75). He reviewed articles written by 26 
"scholars in the field" who studied store choice and store 
image. Lindquist found, by relative frequency of mention, 
seven attributes were most often cited as being important 
(Table 9). The attributes are rather general categories, 
and for this study 11 more specifically defined attributes 
were used (Sections VII, VIII, and IX of the questionnaire, 
Appendix A). 
Respondents to the questionnaire were asked whether 
Knoxville or Lenoir City had a store that best offered 
each of the 11 attributes for each of the 3 selected 
shopping items. The questionnaire provided a third choice: 
both places have a store that rates the same. These ratings 
were used as beliefs (B .. ) in the multi-attribute model.
l.J 
The answers were coded as a one (1) if Knoxville was chosen, 
zero (0) if Lenoir City was selected, and a value of .5 
was used to note indifference in a manner similar to that 
used by Rushton to scale locational preferences (Rushton, 
1967). 
The relative importance of each of the attributes to 
a shopper, which are the weights (Wj) in formula 1, were 
derived from questions asked in Section XIII of the ques­
tionnaire (Appendix A). Respondents to the questionnaire 
TABLE 9 
SEVEN STORE ATTRIBUTES FOUND IMPORTANT IN THE MARKETING LITERATURE* 
Percentage of Times 
Store Attribute Mentioned the Literature 
Merchandise selection or assortment 42 
Merchandise quality 38 
Merchandise pricing 38 
Locational convenience 35 
Merchandise styling or fashion 27 
Service in general 27 
Salesclerk service 27 
*Compiled by Lindquist, 1974-75, p. 37. 
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were asked to judge how important each of the attributes 
were to them on a five point Likert-type scale. The 
midpoint of the scale indicated indifference. 
Attitude scores were calculated for each respondent 
for each of the three items using formula 1. A high atti­
tude score means that the consumer has a more favorable 
attitude toward Knoxville than Lenoir City as a shopping 
place. Because the respondents were given a choice of only 
two places, if the ones and zeros were reversed in the data, 
the calculated attitude scores would show favorableness to 
Lenoir City as a shopping place compared to Knoxville. This 
"forced" choice between two towns is not unrealistic for 
the Lenoir City study area because the sampled population 
primarily chose either Knoxville or Lenoir City. While 
neither of the two places may be regarded very highly on 
any one attribute, one of the two will be thought of more 
favorably. 
Calculation of attitude scores were first made for 
the entire sampled population, and then for each of the 
groups defined previously by the segmentation method. The 
attribute ratings were used in an analysis of variance to 
determine if there were the expected differences between 
the arithmetic mean scores of the five shopping groups found 
by the cluster analysis. These tests may help explain why 
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some people go out-of-town to shop, if there are differences 
in attribute ratings and if the high attribute ratings are 
given to Knoxville. 
Attitude Scores Toward Knoxville Using the Entire Sample 
For the entire consumer sample it was found that 
the shoppers' attitude scores for Knoxville differ for each 
of the three items (Table 10). Over-the-counter medicines 
have the lowest computed mean attitude value, indicating 
that shoppers have an unfavorable attitude toward Knoxville 
as a place to shop for these items. Very few of the people 
in the sample shopped for over-the-counter medicines out­
of-town. 
Furniture had the highest calculated mean attitude 
score from the formula, while the attitude toward Knoxville 
as a shopping place for clothing score was between the 
attitude score for medicines and furniture. This ranking 
was not expected. It was hypothesized that people would 
shop at places they have a favorable attitude toward, and 
because more Lenoir City residents shopped for clothing 
out-of-town than furniture, it should follow that the mean 
attitude score toward Knoxville for clothing would be 
higher than the mean Knoxville attitude scores for furniture. 
The difference between the attitude toward Knoxville scores 
for clothing and furniture appear insignificant. 
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TABLE 10 
CALCULATED ATTITUDE SCORES TOWARD KNOXVILLE 
FOR THREE SHOPPING ITEMS 
Shopping Item Mean Attitude Score* 
Over-the-counter medicine 18.1 
Clothing 24.3 
Furniture 25.8 
*A higher score indicates a more favorable 
attitude toward Knoxville as a place to shop and is 
calculated according the the multi-attribute model of 
Fisbein. 
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As mentioned earlier, the link between attitude and 
overt behavior is not direct. Attitudes lead to intentions, 
which, in turn, lead to overt beh2vior. Even though a 
person may have a favorable attitude toward a place he/she 
may not shop there. This situation is termed cognitive 
dissonance in the literature (Festinger, 1964). Although 
some of the shoppers in Lenoir City have a positive atti­
tude about Knoxville they may not shop there because of 
mitigating circumstances not accounted for in the Fishbein 
attitudinal model. 
The mitigating factors that may break the linkage 
between attitude and overt behavior might include a whole 
host of unmeasured events (Wicker, 1969). These events 
may be situational; the consumer may find himself or her­
self in a place for reasons other than shopping and the 
decision to buy something was secondary. Such unforeseen 
circumstances may be the reasons that the measured attitude 
toward Knoxville does not correlate particularly well with 
the overt behavior pattern of the consumer sample. 
A Scheffe test was employed to find out if the 
difference in Lenoir City residents' attitude toward 
Knoxville as a shopping place for the three shopping i ·tems 
was due to chance. Analysis of variance only indicates if 
there is a statistical difference between the means of the 
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independent variables for the dependent variable; it does 
not indicate where the differences occur. The Scheffe 
test, an a posteriori test, can be used to indicate which 
ones of the independent variables have similar mean scores. 
Clusters of groups are formed in this test based on 
similarity of mean scores. 
The results of the Scheffe test revealed that there 
was no statistical difference between the arithmetic means 
of the attitude scores for clothing and furniture. Lenoir 
City shoppers tend to perceive Knoxville's opportunity set 
for clothing and furniture as equal, but these shoppers 
have lower attitude scores toward Knoxville's opportunity 
set for over-the-counter medicines indicating less predis­
position to go there for these items. 
Attitudes Toward Knoxville Disaggregated by Defined Shopping 
Groups 
Attitude scores toward Knoxville as a shopping 
choice for each of the three items were tested for arithmetic 
mean difference by an analysis of variance among the five 
previously defined shopping groups. It is apparent that 
consumers in the five shopping groups have dissimilar 
perceptions of Knoxville's opportunity set (Table 11). The 
two inshopping groups, Heavy Inshoppers and Inshoppers, have 
significantly lower scores on their attitudes toward 
TABLE 11 
CALCULATED ATTITUDE SCORES TOWARD KNOXVILLE FOR THREE 
SHOPPING ITEMS BY FIVE SHOPPING GROUPS 
Shopping Group Over-the-Counter Medicines Clothing* Furniture* 
Heavy Inshopper 16 . 9 18.8 21.1 
Inshopper 16.6 23.0 23.3 
Personal Item Out shopper 16.9 25.4 27.6 
Household Item Outshopper 20.2 26.8 33 . 1 
Heavy Outshopper 31. 7 34 . 7 35.7 
*A higher score indicates a more favorable attitude towards Knoxville as a 





Knoxville than the three outshopping groups. This seems to 
indicate that there is some consistency in the hypothesis 
that attitudes toward a place are related to shopping habits. 
Attitude scores toward Knoxville derived from 
formula (1) for over-the-counter medicines are consistently 
lower than the other two shopping items (Table 11). A 
Scheffe test applied to attitude scores for over-the-counter 
medicines indicated that Heavy Inshoppers, Inshoppers, 
Personal Item Outshoppers, and Household Item Outshoppers 
were all statistically similar while the mean attitude score 
of the Heavy Outshoppers was distinctively higher. Most 
people, except for the most ardent outshoppers, judged 
Knoxville low for these convenience goods, and most shoppers 
would not go to Knoxville to buy over-the-counter medicines. 
The low number of people who shopped extralocally for this 
item confirms the hypothesis that low attitude scores toward 
Knoxville and more favorable attitudes towards Lenoir City, 
may be a major factor for their purchase of over-the counter 
medicines in the town. Only Heavy Outshoppers tended to 
go out-of-town to purchase these items as their favorable 
attitude toward Knoxville as a shopping place for them 
indicated they would. 
All five shopping groups have statistically signifi­
cant differences in the means of the attitude scores for 
Knoxville as a shopping place for clothing and furniture 
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(Table 11). The mean attitudinal scores increases from 
Heavy Inshoppers to Heavy Outshoppers for both these items. 
A Scheffe test applied to the attitude scores for Knoxville 
as a shopping place for clothing indicates that the two 
inshopping groups are statistically similar on this measure, 
and so are the Household Item and Personal Item Outshoppers. 
Heavy Outshoppers are again a distinctive group with 
significantly higher attitude scores toward Knoxville. 
When the Scheffe test was applied to attitude data 
for furniture shopping the two inshopping groups were again 
clustered while Household Item Outshoppers were placed into 
a cluster with Heavy Outshoppers. Personal Item Outshoppers 
remained statistically distinctive in between these clusters. 
Household Item Outshoppers having the same positive attitude 
towards Knoxville as Heavy Outshoppers seems to add credence 
to the selection of the reference name of Household Item 
Outshoppers. Using this same logic, Personal Item Out­
shoppers should have had high regard for Knoxville as a 
shopping place for clothing. This group, however, gave 
Knoxville approximately the same score as did the Household 
Item Outshoppers as a place to shop for clothing. 
When the arithmetic mean scores among the different 
shopping items were analyzed, Heavy Inshoppers' scores did 
increases among the three shopping goods. Inshoppers tended 
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to view Knoxville the same for both clothing and furniture 
as do Personal Item Outshoppers. 
Even though only three items are used in this part 
of the analysis it seems that as price of the item increases 
there is a corresponding increase in the favorable attitude 
toward Knoxville as a place to shop as indicated by the 
scores on the attitude measure. Attitude rating for more 
items with a wide range of price would have to be tested to 
find out if this is a distinct trend. Although the two 
inshopping groups' attitude scores toward Knoxville 
increase across the three items the increase in favorable 
attitude is much more rapid for Personal Item and House­
hold Item Outshoppers. These latter two groups have been 
shown to be more willing to go out-of-town to shop for 
higher priced items than Inshoppers. Heavy Outshoppers 
have the most favorable attitude toward Knoxville as a 
shopping opportunity, while Heavy Inshoppers have the 
least favorable attitude toward Knoxville as a shopping 
place. 
Attitude Components for the Entire Sample 
The components that contribute to attitudes, the 
B. . W.s in the Fishbein formulation, were tested for each
l.J J 
of the three items to find why one shopping place was 
chosen over another. This testing was first done for the 
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entire sampled population for each of the three items and 
then the sampled population was disaggregated to the shopping 
groups. 
The analysis for the entire population indicated 
there were significant differences in the attribute ratings 
(Table 12). Attributes having the highest scores for the 
entire sample for all three items were: "good selection," 
"good value for the price," "low prices," and "good quality 
items." These four attributes contribute the most to the 
high scores for Knoxville as a favorable place to shop. 
These four attributes are all indicative of economic 
considerations. 
On the other hand, Knoxville does not fare well with 
respect to "ease of shopping," "friendly service," "fast 
service," and "helpful salespersons." Good service does 
not seem to be Knoxville's hallmark in the experience of 
Lenoir City shoppers. 
Generally attribute scores tend to increase from 
over-the-counter medicines to clothing, to furniture (Table 
12). There are three attributes that are exceptions to 
this trend; "good selection," "name brands," and "quality 
of merchandise." Good selection rated the highest for all 
three shopping items. Lenoir City residents rated Knoxville 
significantly better on these three attributes for clothing 
than furniture. 
TABLE 12 
IMPORTANCE OF THE STORE ATTRIBUTES IN THE KNOXVILLE 
ATTITUDE SCORES FOR THE ENTIRE SAMPLED POPULATION 
Over-the-Counter 





Good value for the price 
Helpful salespersons 
Ease of shopping 
Good selection of merchandise 
Good followup service after purchase 
Good shopping atmosphere 
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*Higher scores mean the Knoxville's store attributes are more important 





Components of Attitude--Five Shopping Groups 
There are significant differences in the attribute 
scores (Bijwj 's) among the five shopping groups for each 
of the three shopping items (Tables 13, 14, and 15). The 
three outshopping groups generally rated Knoxville's 
attributes much higher than the two inshopping groups, 
especially for furniture and clothing. Further, for all 
three items the Heavy Outshoppers view Knoxville's attri­
butes more favorably than the other four groups. 
The attribute scores for over-the-counter medicines 
are comparatively lower than for the other two items and 
are mixed, with no real trend, except that Heavy Outshoppers 
have the highest score for every attribute. The scores for 
furniture, on the other hand, show distinctive trends. The 
three outshopping groups' scores are significantly higher 
than the scores of the two inshopping groups. Generally, 
there is a steady increase in scores from Heavy Inshoppers 
to Heavy Outshoppers. The only exception to this general 
trend is for "fast service" and "good value for the price," 
where Household Item Outshoppers rated Knoxville more 
highly than the Heavy Outshoppers. 
The Personal Item Outshoppers' scores for clothing 
were lower than either the Heavy Outshoppers or the House­
hold Item Outshoppers. This was not expected because the 
TABLE 13 
KNOXVILLE ATTRIBUTE RATINGS BY THE FIVE SHOPPING GROUPS FOR OVER-THE-COUNTER MEDICINES 
Household Personal 
Heavy Item Item · Heavy 
Attribute Inshopper* Inshopper* Out shopper* Out shopper* Out shopper* 














Good value for the 
1. 63 2 .11 2.41 2.55 3 . 63 
price 
Helpful salesperson 
Ease of shopping 
Good selection 

































Good quality merchandise 1.81 1:95 1. 76 2.48 3.22 
*Higher scores mean the Knoxville's store attributes are more important to the 




















Good value for price 
Helpful salespersons 
Ease of shopping 
Good selection 
Good followup service 
Good shopping atmosphere 
























































*Higher scores mean the Knoxville's store attributes are more important to 





KNOXVILLE ATTRIBUTE RATINGS BY THE FIVE SHOPPING GROUPS FOR FURNITURE 
Houshold Personal 
Heavy Item Item Heavy
Attribute Ins hopper* Inshopper* Out shopper* Out shopper* Out shopper* 
Fast service 1. 69 1. 66 2.22 2.89 2.84 
Friendly service 1. 50 1.58 1. 71 1.80 2.43 
Name brands 1. 66 2.25 2.69 3.24 3.16 
Low prices 2.63 2.75 2.96 3.60 3. 98 
Good value for the price 2.49 2.78 3.10 4.08 3.44 
Helpful salespersons 1. 57 1. 64 1. 75 2.17 2.34 
Ease of ,shopping 1. 33 1. 34 1. 80 2.03 2.01 
Good selection 2.76 3.29 3.74 4.36 4.51 
Good followup service 1. 76 1. 60 2.39 2.58 3.85 
Good shopping atmosphere 1. 53 1,94 2.33 2.69 3.43 
Good quality merchandise 2.19 2.47 2.89 3 . 72 3.76 
*Higher scores mean the Knoxville's 
shoppers than those with lower scores. 





Personal Item Outshoppers' overt behavior indicates that 
they should be favorably disposed towards Knoxville. 
This analysis has shown that there is a relation­
ship between favorable attitude and the predisposition 
people have of going to Knoxville to shop regardless of 
the type of item. Generally, there is a more favorable 
attitude toward Knoxville as price of the item increases. 
Contributing to this favorable attitude toward Knoxville 
are economic considerations, such as good selection of 
items, good value for the price, low prices, and good 
quality items. Overall good selection is the most important 
factor to all shopping groups. Inshoppers seem to view 
the service elements as important; these include ease of 
shopping, friendly service, fast service, and helpful sales­
persons. The major exception to this trend is the Personal 
Item Outshoppers. Members of this group, although purchasing 
clothing items out-of-town, do not have a particularly 
favorable attitude toward Knoxville, nor can any reason be 
uncovered why this ambivalent attitude toward Knoxville 
should exist solely from their attribute ratings. 
II. RISK FACTORS 
Consumers were asked to judge both social and 
economic risk associated with the purchase of 20 preselected 
shopping items. The judgment of risk associated with each 
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item was accomplished via a five point Likert scale with 
the center as a point of indifference. The questions are 
similar to those used by Prasad (Section IV and V of the 
questionnaire, Appendix A) (Prasad, 1975). 
No relationship was found between either social 
or financial risk and the degree to which the item is sought 
extralocally. It was initially hypothesized that the 
higher the degree of risk people associate with an item, 
the more carefully they would scrutinize the shopping loca­
tion, and, thus, the more likely it would be that the item 
would be purchased in Knoxville, the opportunity set most 
likely to have a better selection of the item being sought. 
Automobile tires, the item with the highest social risk 
(which, comparatively speaking is not really high) as 
defined by the responses to the questionnaire are only 
purchased extralocally by 32.4 percent of the sample (Table 
16). Undergarments with the lowest social risk of 1.39 
percent are purchased extralocally by 38.8 percent of the 
sampled population. 
There was also no relationship found between the 
number of times the item was purchased out-of-town and 
economic risk associated with the item. Undergarments with 
the lowest economic risk score (1.39) were purchased out-of­
town by more people than major appliances (economic risk 
score of 4.06). 
TABLE 16 
SOCIAL AND ECONOMIC RISK SCORES ASSOCIATED WITH THE PURCHASE OF 20 SHOPPING ITEMS 
Item Social Risk** Economic Risk** 
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Small kitchen appliances 
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2.83 
2.44 







*Significant differences between all five shopping groups at the .05 level. 
**1.0 being the lowest degree and 5.0 being the highest degree of risk 





Besides there being no relationship between items 
purchased out-of-town and risk rating, the shopping groups 
did not rate the risk factors as significantly different, 
as indicated by an analysis of variance. From the 20 items 
and two risk ratings the only significant differences were 
among social risk ratings for power tools, men's dress 
shirts, and undergarments. No trend could be found here. 
People were better able to discriminate among the 
economic risks associated with the purchase of the 20 items; 
the scores had a greater range of values than the social 
risk scores. Infrequently purchased, large, expensive items 
(e.g., major appliances, furniture, rugs, and stereo equip­
ment) were, as expected, given higher economic risk scores. 
These items were not, however, purchased out-of-town to the 
extent originally hypothesized. Furthermore, the groups 
defined by the degree of outshopping did not distinguish 
the risk factor differently. The two inshopping groups 
tended to give the shopping items the same risk ratings as 
did the three outshopping groups. Lenoir City's stores may 
be able to fulfill aspirations associated with economic risk. 
To test this notion, price differentials between the two 
towns need to be examined. Knoxville does, however, have a 
favorable rating on the attitude component with respect to 
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lower prices for furniture. Since furniture is an example 
of a high ordered good this may indicate that simple price 
differentials alone may not be the reason economic risk 
seemingly plays no role in locational choice. 
CHAPTER V 
CHANGING GASOLINE PRICES .AND SHOPPING CHOICE 
I. INTRODUCTION 
So far in the study only static patterns. of 
behavior has been examined. The study was not designed 
longitudinally and, therefore, continuing behavior cannot 
be tested. There is, however, a means to examine if there 
is a continuance of the revealed patterns within the 
context of the present model. 
The model of Kollat, Engel, and Blackwood, which 
was used as basis for the model used in this study, has a 
feedback loop from overt behavior (i.e., the purchase 
decision) to the Central Control Unit (Block and Roering, 
1976). This feedback loop is the transmittal of experi­
ence that may affect future actions. Within this feedback 
loop is an entry point called the "stimuli," which is new, 
revised, or otherwise altered information from outside 
influences(e.g., advertising or conversation with friends). 
With the addition of some stimuli that may affect shopping 




The stimulus used in this study is the rising cost 
of gasoline. Gasoline prices seemed a good stimulus to 
examine in order to determine if people would change their 
intentions as to where to shop under scenarios of vastly 
increased prices. As in all such hypothetical studies of 
behavioral intentions, the actual behavior may be adjusted 
due to other mitigating factors besides cost of gasoline 
(i.e., new shopping areas being built, improved roads, or 
personal lifestyle changes) that could influence shopping 
behavior patterns. This analysis then should be viewed 
solely as an exercise in determining changes in behavioral 
intentions in which the respondent is not required to actu­
ally change his or her lifestyle but rather ponders how 
his or her behavior pattern might change given an increase 
in gasoline prices. 
During the oil embargo of 1973 people's attitudes 
toward gasoline consumption changed. After the embargo, 
however, little effect on consumption was noted, especially 
in the higher income groups (Omura and Talarzyk, 1975). The 
minor changes probably were due to people's perceptions of 
costs. Bruce-Biggs maintains that gasoline was still rela­
tively cheap in proportion to family income (Bruce-Biggs, 
1974). At the time of Bruce-Biggs' study an increase was 
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hypothesized to have some change in the patterns of move­
ment. This hypothesis follows the contention of Hass, 
Bagley, and Rogers that only a sharp and dramatic increase 
in gasoline prices would increase individual's intentions 
to use less gasoline (Hass, Bagley, and Rogers, 1975). 
With dramatic increases in gasoline prices the most likely 
to conserve gasoline would be younger, educated, and more 
mobile persons and if they had children their offspring 
would tend to be young (Reizenstein and Barnaby, 1978). 
This very general description tends to be similar to the 
outshopping segment found in Lenoir City. The sampled 
population was asked where they might go to shop for the 
three shopping items that were used earlier in the study 
(over-the-counter medicines, clothing, and furniture) 
given different costs of gasoline. 
The gasoline prices were set at three different 
levels--$.60, $.80, and $1.10 per gallon (Section XII, 
Appendix A). These prices were chosen because at the time 
the questionnaire was drafted they represented respectively 
a slight increase in gasoline costs over the prevailing 
cost of $.55 per gallon, a 50 percent increase over current 
prices, and finally, a doubling in costs over the current 
rate. These increases were felt to be of sufficient magni­
tude, at least in a relative sense, that people would 
express definite reactions toward these hypothesized prices. 
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The choice of where to shop under varying costs for 
each of the items was presented to the respondents of the 
questionnaire in a Likert-type scale with a value of one 
(1) indicating that they would definitely go to Knoxville, 
five (5) indicating they would definitely go to Lenoir City, 
with the midpoint of the scale as indifference. These 
provide a continuum of choice from Knoxville to Lenoir City. 
II. INTENTION WHERE TO SHOP FOR THE ENTIRE SAMPLE 
Overall, the entire sample of Lenoir City shoppers 
indicated their intentions as to where to shop would change 
with different fuel costs (Figure 7). With cost of gasoline 
given at $.60 per gallon Lenoir City residents indicated 
they would tend to favor Knoxville for the most expensive 
item (furniture), while under the same gasoline costs they 
would most likely frequent Lenoir City for over-the-counter 
medicines. At $.60 a gallon Lenoir City shoppers indicated 
an indifference where to shop for clothing. 
When the town residents were asked their intentions 
as to where they would shop if gasoline costs increase to 
$.80 per gallon, they were indifferent between Knoxville and 
Lenoir City for the purchase of clothing and furniture. 
Lenoir City with these higher gasoline prices becomes a more 
desirable place to shop for over-the-counter medicines. 
WHERE SAMPLED POPULATION INTENDS TO SHOP 
WITH VARYING GASOLINE PRICES 
SHOP IN 
KNOXVILLE • -- FURNITURE 
----- CLOTHING 
••••••••• OVER-THE-COUNTER 
MAYBE SHOP • MEDICINES 
IN KNOXVILLE r--,.... 
.................. 
........ .......................... __........ ........ ........ ........INDIFFERENCE • ........ ........... _.... _ ------------------............. __ --.................. .... __ 
MAYBE SHOP - ........IN LENOIR CITY 
············ ······· ················· ························ 
SHOP IN 
I -.LENOIR CITY $ •6 0 $.80 $1.10 
PRICE OF GASOLINE 
ORA, 1982 
Figure 7. Intentions of Where to Shop for Three Shopping 
Items with Varying Gasoline Prices. 
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If gasoline prices were to increase to $1.10 per 
gallon (twice the prevailing rate at the time of the ques­
tionnaire) Lenoir City residents felt that their own town 
would become a more desirable shopping place. They were 
indifferent as to where to shop for furniture, but for the 
other two items there was a distinct preference for the 
hometown. 
Although the three shopping items may not be enough 
to present a definite trend, indications are that for items 
with a low unit price people are more likely to stay home 
to purchase them as gasoline costs increase. On the other 
hand, for items where gasoline prices compose a low propor­
tion of the total cost (such as furniture) people tend to 
view the place to shop as a matter of indifference. Factors 
other than just gasoline prices may also enter into the 
consumers' decision about where to shop. 
Intentions Where to Shop for the Five Shopping Groups 
Data on the intended shopping destination under 
different gasoline prices were disaggregated by the five 
previously defined shopping groups in order to find out if 
intent in choosing a place to shop varies among the groups . 
An analysis of variance was used to test differences in each 
of the groups'stated intentions. 
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All five of the shopping groups had similar inten­
tions about where to go shopping for over-the-counter medi­
cines given that gasoline costs would vary (Figure 8). The 
continuum of shoppers from Heavy Inshoppers to Heavy 
Outshoppers, is however, not apparent. Personal Item 
Outshoppers seem to rate Lenoir City more favorably as a 
place to shop than the other groups for all three gasoline 
prices. When an analysis of variance was used, the mean 
scores for each of the five groups measured for each gaso­
line price were not found to be statistically different. It 
can, therefore, be concluded that all shoppers, regardless 
of the group to which they belong, seem to have the same 
intention where to shop for over-the-counter medicines 
regardless of gasoline costs. 
A greater variance in mean intentions about where 
to shop for clothing was found by an analysis of variance 
for each of the three gasoline prices (Figure 9) . The 
expected continuum of shopping groups from Heavy Inshoppers 
to Heavy Outshoppers was not found. For example, House­
hold Item Outshoppers' mean scores indicate they favor 
Lenoir City more than any other group when gasoline was 
hypothesized to be $.80 and $1.10 per gallon. When a 
Scheffe test was applied to the mean scores, it was found 
that there was no statistically significant differences 
among the scores of Personal Item Outshoppers, Heavy 
WHERE SAMPLED POPULATION INTENDS TO SHOP 
FOR OVER-THE-COUNTER MEDICINES WITH VARYING GASOLINE PRICES 
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Inshoppers, Inshoppers, and Household Item 0utshoppers . 
Heavy 0utshoppers remain a distinctive group having prefer­
ence for Knoxville as a shopping place for clothing when 
gasoline prices were given as $.60 and $.80 per gallon, and 
indifferent between the town choice at $1 . 10 per gallon. 
Interestingly, Personal Item 0utshoppers did not indicate 
different intent than the other three groups, yet their overt 
behavior indicates they do tend to shop in Knoxville for 
clothing items . Both their attitude towards Knoxville and 
their intention to shop in Knoxville under varying gasoline 
costs for clothing do not relate very well to their overt 
behavior. 
Where to shop for furniture under varying gasoline 
costs yielded a more complex pattern of behavioral intent 
(Figure 10). An analysis of variance on the $.60 per gallon 
scores indicated a significant difference in mean scores on 
intent. A Scheffe test grouped the two inshopping categories 
into one statistical group, while the three outshopping groups 
were found to be similar to each other. Heavy 0utshoppers 
have a distinct preference to go to Knoxville, followed in 
order by Household Item 0utshoppers, Personal Item 0ut­
shoppers, and the two inshopping groups . 
When the situation was changed to $.80 per gallon 
for gasoline intentions where to shop changed significantly . 
The intent of the Household Item 0utshoppers changed the 
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most dramatically as evidenced by the steep slope of the 
line between $. 60 per gallon and $. 80 per gallon (Figure ·10). 
Their intent shifted from a definite intent to go to 
Knoxville, when prices were assumed to be $.60 per gallon 
to a matter of indifference at $.80 per gallon. A Scheffe 
test indicated the mean intent scores grouped Personal 
Item Outshoppers and Household Item Outshoppers into one 
group and the two inshopping groups into another. Again, 
Heavy Outshoppers remained distinctive in favoring Knoxville 
as a place to shop for furniture at $.80 per gallon for 
gasoline, although their intent was not as strong. 
At $1.10 per gallon intent to shop for furniture 
was mainly a matter of indifference as evidenced by the 
Scheffe test. Heavy Outshoppers also had a score near the 
indifference point, but maintained a slight preference for 
Knoxville as a place to shop for furniture. 
Generally, regardless of the item the trend is for 
all shopping groups to favor Lenoir City, or at least main­
tain indifference as to where to shop as gasoline costs 
increase. Heavy Outshoppers seem to want to remain 
outshoppers regardless of gasoline prices or the type of 
item. Yet, the other groups tend to become mixed in their 
intention, with no clear pattern emerging as gasoline 
prices increase. For both furniture and clothing at high 
gasoline prices the four tend to have similar intentions. 
CHAPTER VI 
SUMMARY AND CONCLUDING REMARKS 
I. FINDINGS OF THE STUDY 
The purpose of this study was to examine the 
reasons underlying the decision of small town residents 
to go out-of-town to shop. Bypassing one's own town in 
favor of a larger nearby city costs the consumer both time 
and money (i.e., opportunity costs foregone) which may not 
be offset by the savings that could potentially accrue by 
shopping in the larger city. 
In order to explain why consumers expend time and 
money to shop out-of-town a model that draws heavily upon 
consumer behavior research was developed and applied to 
Lenoir City, Tennessee. This model is consistent with 
knowledge of consumer behavior and it includes variables 
that relate to consumer's actions. Several aspects of 
consumer behavior were drawn together in the model to help 
explain why people shop out-of-town. The model consists of 
three basic parts: the environmental factors, the evalua­
tion process, and the consumer. The environmental factors 
include demographic and socioeconomic information, the 
evaluation process includes aspects of store image and risk 
consumers associated with shopping choice, and a consumer 
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typology is developed to reflect differences in under­
lying shopping choice motivation. 
The. model was operationalized by administering 
a questionnaire to a randomly selected sample of Lenoir 
City residents. Respondents to the questionnaire were 
grouped according to where they shopped for the 20 
different shopping items. Five different shopping groups 
are identified in this study: Heavy Inshoppers, Inshoppers, 
Personal Item Outshoppers, Household Item Outshoppers, and 
Heavy Outshoppers. Heavy Inshoppers and Inshoppers 
shopped for most of the items in Lenoir City, differing 
only in the degree to which they went outside of town to 
shop. Heavy Outshoppers purchased most of the 20 items 
out-of-town. The Personal Item and Household Item Out­
shoppers, while tending to bypass their own town differ as 
to the items most frequently purchased out-of-town. 
Personal Item Outshoppers generally left town to purchase 
clothing, while Household Item Outshoppers went out-of-town 
mainly for large items, such as furniture, rugs, and 
appliances. 
The five shopping groups were derived by a 
clustering method based upon where consumers purchase 20 
items. That there is an increase in frequency of trips 
inshoppers to outshoppers supports the concept of a 
continuum of shoppers proposed by Samli and Uhr (Samli and 
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Uhr, 1974). They suggested that along a continuum of 
frequency of out-of-town travel there is a similar 
continuum of other factors, such as attitudinal and informa­
tional data. In this study there was no attempt to repli­
cate Samli and Uhr's method, but the frequency of travel 
plus several other factors, such as socioeconomic and 
demographic data, follow a continuum among the groups as 
they suggested. This continuum is reflected in the 
characterization of the groups. 
From the analysis of the differences in the environ­
mental factors among the groups, the outshoppers were 
found to have relatively higher incomes and higher educa­
tional attainment than the inshoppers. Heavy Outshoppers 
had much higher income than Heavy Inshoppers and Inshoppers, 
while Personal Item Outshoppers and Household Item Out­
shoppers had incomes that were approximately equal to each 
other but less than the Heavy Outshopper's income. Many 
Heavy Inshoppers had not completed eight grade, while 
most of the people classified as Heavy Outshoppers had 
some college experience. The average number of years of 
schooling for the Inshoppers Personal Item Outshoppers, 
and Household Item Outshoppers were between those of the 
Heavy Inshoppers and Heavy Outshoppers, with Inshoppers 
having less schooling than either the Personal Item or 
Household Item Outshoppers. 
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With few exceptions people classified into the out­
shopping groups were married, had few young children, and 
the wife in the family usually did not work outside the 
home. Married inshoppers had, on the average, a greater 
number of children per family than did the outshoppers. 
Proportionally, more wives of inshopping families worked 
outside the home than did outshoppers' wives. There were 
proportionally more retired persons in the inshopping 
groups than in the outshopping groups. 
These characteristics of the five shopping groups 
tend to substantiate the idea that some inshoppers are a 
"captive audience." The inshoppers, because of family 
situations, are not as footloose as the outshoppers. Low 
income, large family responsibilities (especially when both 
spouses work), or retired status impose obligations and 
constraints that restrict mobility. On the other hand, 
high income, high educational attainment, and few family 
or work constraints make a person more mobile than one 
with lower income and educational attainment. 
Other environmental factors were also found to 
significantly discriminate among the five shopping groups. 
Generally, the outshoppers said that they preferred 
shopping in Knoxville to Lenoir City, they were less 
familar with the opportunities in Lenoir City than 
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inshoppers, and they had lived in east Tennessee a shorter 
period of time than inshoppers. Outshoppers had little 
attachment to Lenoir City and were not particularly 
interested in what goes on there. 
Questions were asked to find out if Stone's typology 
of shoppers could be recovered in the Lenoir City context, 
and whether the typology contributes to the understanding 
of outshopping (Stone, 1954). The questionnaire data were 
factor analyzed to reduce redundancy in the data and to 
find out if Stone's typology could be recovered. From the 
results of the factor analysis the four types of shoppers 
Stone found were identified (economic, personalizing, 
apathetic, and ethical) plus an additional type of shopper, 
those who like multipurpose shopping. This fifth type of 
shopper was not expected. Rather it was expected that the 
questions that defined this distinctive shopper type would 
load highly with those defining economic shoppers rather 
than forming their own factor. People who are economic 
shoppers are, therefore, not necessarily comparative 
shoppers . 
Although there was a distinctive typology of 
consumers in Lenoir City similar to Stone's, these 
typologies do not completely explain why some people shop 
out-of-town. Only two types of shoppers, apathetic and 
ethical, could discriminate between those who shop intown 
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and those who shop out-of-town. A majority of the people 
classified as ethical or apathetic shoppers fall into 
either of the two inshopping groups. Apathy was defined 
in this study as not caring where one shopped, and generally 
feeling all stores were the same. Lenoir City's stores, 
being convenient, would be the most logical choice to a 
person with this attitude. Ethical shoppers are different 
from apathetic shoppers in that they shop in Lenoir City 
because they feel it is an expression of town support. 
The other three types of shoppers found by the 
cluster analysis did not discriminate among the five 
shopping groups defined by where people shop. Inshoppers, 
as well as outshoppers, were economic shoppers. Apparently, 
some of the economic shoppers, those looking for value, 
can find their "bargins" in Lenoir City, while other 
economic shoppers found their values in Knoxville. While 
some shoppers have a distinctive preference for comparative 
shopping, this fact alone does not explain their overt 
shopping behavior. Some inshoppers stated they were 
comparative shoppers, but some outshoppers had this same 
preference. Those inshoppers who do occasionally go out­
of-town to shop like the opportunities Knoxville has to offer. 
Variables that did not statistically discriminate 
among the five shopping groups were percentage of years of 
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their life at the present residences in Lenoir City, auto­
mobiles per eligible driver in the family, age, and 
distance to Lenoir City shopping opportunities. 
Out-of-town shopping seemed to be more of a func­
tion of environmental factors than the evaluative factors. 
The analysis of store image contributed more to explaining 
why some people shopped out-of-town than did the analysis 
of risk associated with shopping, even though the results 
in many parts of the store image analysis were inconclusive. 
From the store image analysis it was found that the favor­
able attitude toward Knoxville in comparison to Lenoir 
City as a place to shop increased as the cost of the item 
increased. Attitude toward Knoxville as a shopping place 
was also found to vary among the shopping groups, with 
inshoppers having a less favorable attitude than out­
shoppers. 
There was no clear interpretation of the attributes 
that contribute to the shopping attitude, except for a few 
general trends. Many people that shop out-of-town go to 
Knoxville because they believe that Knoxville has stores 
that offer more name brands, and better quality items 
than stores in Lenoir City. Fast service and good followup 
service after the purchase were also found to be reasons 
some people go to Knoxville instead of shopping in Lenoir 
City. 
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There was no significant trend in the measures of 
risk associated with the purchase of an item. Neither 
social nor economic risk had any effect in explaining why 
people chose a shopping place. 
The final part of the analysis was to find out if 
these people would choose to shop out-of-town in the 
future if gasoline prices were to increase. If every­
thing were to remain ccnstant except for gasoline prices, 
the sampled population stated that they would be less 
likely to shop out-of-town. Generally, they stated that 
they would have the same behavior for more expensive items, 
although there is a distinct tendency to want to shop 
intown for less expensive items as gasoline prices rise. 
Characterization of the five shopping groups by 
environmental factors has been shown to be the best set of 
explanatory reasons as to why Lenoir City shoppers choose 
Knoxville as a place to shop, or why some shoppers prefer 
to stay intown. The evaluative factors, attitude and risk 
associated with shopping, did not yield favorable, inter­
pretable results. Several reasons may be offered for this 
lack of significance. 
Attitudes are frequently used to explain shopping 
behavior. There is, however, a heated debate on how to 
measure attitudes, in general, and if the Fishbein method 
of attitude measurement is, in fact, theoretically sound 
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(Wilkie and Pessemier, 1975). It is usually agreed that 
attitudes about some object (in this case places) are 
composed of beliefs about the object and the importance of 
those beliefs, but a point of contention is whether these 
two can be combined in a simple structure, such as is the 
case in the Fishbein method. These arguments about the 
structure of a model to measure attitudes have not been 
resolved. It was decided prior to the questionnaire 
formulation to use the Fishbein model because it was a 
long standing and generally respected method of recovering 
attitudes, and has been shown to be effective in the past. 
Another reason why the attitude measurement in this 
study may not have been more important in the analysis 
could be that some people rate Knoxville favorable on an 
attribute or set of attributes, which in turn contributes 
to the high attitude score for Knoxville, but this favorable 
attitude does not affect the subsequent decision where to 
shop. Attitudes only affect intentions, which, in turn, 
affect the individual's overt behavior. Between the 
attitude-intention link or the intention-overt behavior 
link several factors could affect the decision process. 
For example, someone may have a very favorable attitude 
toward Knoxville, and intend to go there, but situational 
events, such as change in weather conditions make it unfavor­
able to drive. Such contextual situations could have 
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forced the shopper to choose Lenoir City. Perhaps because 
of the distance separation between Lenoir City and 
Knoxville the links between favorable attitude toward 
Knoxville and overt behavior are not too strong. There 
are many mitigating factors, such as time, effort, and 
money that could weaken the links between attitudes and 
overt behavior. That the link between favorable attitude 
and overt behavior may be stronger as distance one has to 
travel decreases is an idea worth testing. 
One of the reasons risk associated with shopping 
appears to be unimportant could be related to the character 
of the people of Lenoir City. Specifically, the social 
risk component ratings were generally very low with few 
differences among the scores of the various items. During 
the personal collection of the survey people commented that 
no one influences their decisions; they do what they please, 
without any outside influences. Perhaps this individualism 
and lack of concern for what others may think can explain 
why social risk associated with an item is meaningless to 
the people of Lenoir City. The degree of social risk 
associated an item is determined by peer group pressure, 
which leads to anxiety on the part of the shopper (Taylor, 
1974). The people of Lenoir City may not feel any peer 
pressure (which itself is an elusive behavioral notion) 
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and without this felt peer pressure the risk factor becomes 
meaningless. 
Lenoir City residents can find what they want within 
their own town. Most of the people do not have to travel 
out-of-town to obtain the shopping items they seek as 
evidenced by the large percentage (67.1 percent) of people 
classified into the two inshopping groups . This small 
town, at least, can offer what is demanded. The proportion 
of the population who are classified into the three out­
shopping groups is rather small (only about a third of 
the sample). Thus, the vast majority of the residents 
of the town seem to be either satisfied with, or find it 
difficult to leave their town. 
Even though the sample is biased toward the higher 
income groups, because these people were the ones most 
likely to return the questionnaires, the average income 
for the area is low when compared to the census data for 
all towns this size in the state. While average age was 
found not to be a discriminating variable between 
inshoppers and outshoppers , the outshoppers do tend to be 
younger than the inshoppers. Income was one of the most 
important discriminating variables, with higher income 
people usually being the outshoppers . Infusion of younger 
people with higher incomes than the average town resident 
would tend to increase the proportion of people who would 
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most likely shop out-of-town. The town's stores can 
probably offer the older, more settled, and generally low 
income groups what they demand, but the stores do not 
seem to offer the variety, selection, or excitement of 
shopping demanded by young, newly married persons. 
People in the three outshopping groups seem to feel 
that Knoxville is part of their activity space. To them 
the drive to Knoxville is not a problem; they leave Lenoir 
City not because they are completely unfamiliar with the 
opportunities Lenoir City can offer, but rather because 
they have not developed a sense of community identity or 
attachment to Lenoir City. Even when questioned about 
their intended shopping behavior with increases in gasoline 
prices, the people classified as Heavy Outshoppers did not 
indicate they will cease going out-of-town to shop. The 
other two outshopping groups, while more sensitive to 
increases in gasoline costs, would still probably go out­
of-town to shop. To the people classified as outshoppers, 
traveling to shop is part of something they do, and is 
not a special action, but rather something taken-for­
granted. Because outshoppers have higher incomes than the 
inshoppers, the cost of travel is less of a barrier, 
while to lower income families it may be much more of a 
barrier. 
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Other than the increases in gasoline costs, there 
are three major activities that may change the shopping 
behavior of Lenoir City residents. The first is that a 
small mall, anchored by a discount store, recently opened 
in Lenoir City. At the time the survey was being distri­
buted the land for this mall was being cleared. Many 
residents expressed excitement about the opening of this 
mall, and stated they would probably shop there. The 
second major change is the planned renovation of the down­
town area of Lenoir City. Long discussed, this change 
will probably take place within the next few years. 
The most significant change that will probably 
affect the shopping behavior of the Lenoir City residents 
is the proposed new shopping malls in the west Knox County 
area. These malls would be considerably closer to Lenoir 
City than Westown Mall, offering an intervening opportunity 
to the Lenoir City residents. These changes might present 
an interesting study in changing behaviors with changing 
conditions based on new opportunities. 
II. CONCLUSIONS 
From a theoretical point of view the results of 
this study have shown that the reasons people choose a 
place to shop are more complex than assumed in most 
geographic models. Distance minimization is the motivation 
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that geographers often assume underlies shopping choice. 
Many people do, in fact, shop at the nearest place but for 
reasons which are, in many cases, totally unrelated to 
notions of "economic man." Over 14 percent of the sampled 
population stayed totally within Lenoir City to shop. An 
additional 53 percent of the sample do the majority of their 
shopping intown. There are several motivations that explain 
why people stay intown to shop. Some of the people who 
shop within the town do so because of ethical reasons, others 
are apathetic, and some people shop in town because they are 
a captive audience. Economic shoppers, similar to the 
"economic man" of classical geographic and economic models, 
were also found in Lenoir City, but the motivations 
associated with the economic shoppers did not always compel 
them to shop within the town. While some economic shoppers 
did stay in town to shop, others chose to shop out-of-town. 
It is, therefore, possible for one overt action to be caused 
by several disparate motivations. Alternatively, the same 
underlying motivation can lead to different spatial choices. 
Geographic modelers should be aware that there are 
several different types of shoppers, and that disaggrega­
tion of a sampled population by a few socioeconomic vari­
ables is not sufficient to obtain a theoretically 
justifiable typology. The four types of shoppers 
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by Stone, plus one other, the comparative shopper, were 
found in the Lenoir City area. The extent to which this 
typology exists elsewhere would have to be tested. The 
methods which should be used to elicit the personality 
of consumers are detailed in this study and can be readily 
transferred to another spatial choice context. 
That some people are willing to travel out-of­
town to shop, given the different motivations of the 
shoppers in the Lenoir City area, is not surprising. Good 
selection, above all other factors, was the most often 
cited reason for going to Knoxville. Lower income groups 
were satisfied with Lenoir City; the higher income groups 
were not, and they left town to shop because they wanted 
good selection. 
Size of place correlates well with a good selection 
of items; Central Place Theory suggests that larger places 
have a greater probability of offering more than smaller 
places. The shopping choices for several disparate 
shopping items were examined in this study but brand 
preference was not a specific focus. Increasing the 
probability of obtaining a desired brand could be a reason 
why shoppers bypass the small town for the larger city. 
If this is true, which the results of this study seem to 
indicate, then defining the hierarchy of places by the 
number of stores contained within each place needs to be 
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modified to include psychic importance of a place to the 
shopper. Centrality, or the importance of a place as a 
shopping opportunity, may be perceived differently by 
different individuals. This is an idea that has not 
really been seriously considered in the central place 
literature perhaps because of the difficult measurement 
problems inherent in such behavioral reformulations. 
It would be interesting to find out if a continuum 
of shoppers, as proposed by Samli and Uhr and empirically 
validated for the Lenoir City sample, exists elsewhere. 
If the continuum can be demonstrated in different opera­
tional milieus there may be reason to develop a theory of 
consumer choice behavior based on a continuum. 
A variety of reasons why people shop where they do 
was elicited in the course of this research. The findings 
in this study indicate that while the consumers' actions 
were generally limited to travel to either one of two 
places there were several different reasons underlying the 
chosen course of action. 
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APPENDIXES 
APPENDIX A 
QUESTIONNAIRE USED IN THE STUDY 
THE UNIVERSITY OF TENNESSEE 
DEPARTMENT Of GEOGRAPHY 
KNOXVILLE 37'J16 
(615) '74-2418 
To The Major Shopper in Your Household: 
This questionnaire is part of a research project dealing with the 
shopping patterns of residents in the Lenoir City area. The aim of the 
research is to find out what types of people shop within Lenoir City and 
those that prefer shopping elsewhere. The research project is conducted 
by a student in the Geography Department at the University of Tennessee, 
Knoxville. 
You have been selected by a statistical sampling procedure to assure 
representativeness. Your reply is vital to the success of the research. 
The information from this survey will only be displayed in aggregate 
form. Your individual responses will remain anonymous, and you will not 
be identified in anyway in the reports of this survey. 
Your responses to all the questions contained in this survey will 
be valuable in determining the shopping behavior of Lenoir City residents, 
but if you feel any question is too personal, or that answering it may 
invade your privacy, please leave it blank. 




Department of Geography 
University of Tennessee 




1. Sex: male female 
2. Martial status: single married separated ___ 
divorced widowed 
3. Age: ___ (years) 
4. Age of spouse, if married: ___ (years) 
5. Number of years of school completed: 
6. Number of years of school spouse completed, if married: 
7. How many persons are currently residing in your household? ___ 
8. If you have children residing with you, please circle the number in 
each age group. 
0 - 5 years 1 2 3 or more 
6 - 10 years 1 2 3 or more 
11 - 15 years 1 2 3 or more 
16 - 20 years 1 2 3 or more 
9. Occupation of the husband. If unmarried, the occupation of the major 
wage earner of the household: (check one) 
student machine or vehicle operator 
retired professional/technical 
military skilled/semi-skilled 
salesperson clerical/office worker 
service worker manager/proprietor 
other (please specify):_____________________ 
10. Work location of husband:____________________(city) 
11. Occupation of wife. (check one) 
student machine or vehicle operator 
retired professional/technical 
military skilled/semi-skilled 
salesperson clerical/office worker 
service worker manager/proprietor 
housewife other (specify)________ 
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_________________(city)12. Work location of wife: 
13. Household income before taxes: (check one) 
less than $5000 $12,000 to $14,999 
$5000 t:o $6999 $15,000 to $24,999 
$7000 to $9999 $25,000 to $50,000 
$10,000 to $11,999 over $50,000 
14. Number of years living at this residence. 
15. Number of years living in Loudon County. 
16. Number of years living in East Tennessee. 
17. Number of cars in the household. 
Section II. 
1. Is there an area around here where you are now living which you would say 
you belong to and where you feel "at home?" 
Yes No 
2. How interested are you to know what goes on in Lenior City? (circle one) 
1. very interested 
2. interested 
3. undecided 
4. not interested 
5. not very interested 
3. If for some reason you had to move away from Lenoir City, how sorry 
or pleased would you be to leave? (circle one) 




5. very pleased 
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Section III. 
In this section of the questionnaire please list the name of the store and the city 
in which the store is located where you last purchased each item. 
1. 
Item 
women's everyday dress 
Store Where Item 
Was Last Purchased City of the Store 
2. sleepwear 
3. man's suit 
4 . power tools 
5 . furniture 






10. women's fancy dress 
11. automobile tires 
12 . jewelry 
13. cookware 
14 . men's dress skirt 
15. small kitchen appliances 
16. rugs and carpets 
17. curtain and drapes 
18. toys 




In this section of the questionnaire I want to find out what affects your 
decision to purchase each of the listed items, Opinions, ideas, and 
feelings of others often are important when buying. Do the opinions, 
feelings, or ideas of other people affect what you buy when shopping for 
these items? 
The opinions of other people: 
highly affects my decision to purchase this item 









has no affect at allJ l ~ 
1. china 1 2 3 4 5 
2. major appliances 1 2 3 4 5 
3. medicine 1 2 3 4 5 
4. groceries 1 2 3 4 5 
s. furniture 1 2 3 4 5 
6. power tools 1 2 3 4 5 
7. man's suit 1 2 3 4 5 
8. sleepw.ear 1 2 3 4 5 
9. women's everyday 1 2 3 4 5 
dress 
10. undergarments 1 2 3 4 5 
11. stereo equipment 1 2 3 4 5 
12. toys 1 2 3 4 5 
13. curtain and drapes 1 2 3 4 5 
14. rugs and carpets 1 2 3 4 5 
15. small kitchen 1 2 3 4 5 
appliances 
16. men's dress shirt 1 2 3 4 5 
17. cookware 1 2 3 4 5 
18. jewelry 1 2 3 4 5 
19. automobile tires 1 2 3 4 5 
20. women's fancy dress 1 2 3 4 5 
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Section V. 
The decision to purchase some items will take careful financial planning, 
while other items can be purchased without a great deal of planning. Which 
of the following items do you feel needs the most financial considerations 
when you go shopping? 
The purchase of this item: 
requires a great deal of financial planning 
requires financial planning 
i jundec::::ires little financial planningl I equires almost none 
j 
1. undergarments 1 2 3 4 5 
2. stereo equipment 1 2 3 4 5 
3. toys 1 2 3 4 5 
4. curtain and drapes 1 2 3 4 5 
5. rugs and carpets 1 2 3 4 5 
6. small kitchen 1 2 3 4 5 
appliances 
7. men's dress shirt 1 2 3 4 5 
8. cookware 1 2 3 4 5 
9. jewelry 1 2 3 4 5 
10. automobile tires 1 2 3 4 5 
11. women's fancy dress 1 2 3 4 5 
12. china 1 2 3 4 5 
13. major appliances 1 2 3 4 5 
14. medicine 1 2 3 4 5 
15. groceries 1 2 3 4 5 
16. furniture 1 2 3 4 5 
17. power tools 1 2 3 4 5 
18. men's suit 1 2 3 4 5 
19. sleepwear 1 2 3 4 5 




1. Do you like shopping Lenoir City? (check one) 





2. What do you like or dislike about shopping in Lenoir City? 
3. Do you like shopping in Knoxville? (check one) 





4. What do you like or dislike about shopping in Knoxville? 
5. Do you receive the Knoxville paper? Daily __ Sunday only __ Neither 
6. Are you familiar with the stores in Lenoir City? (check one) 
___ Very familiar 
Somewhat familiar 
Not very familiar 
Not familiar at all 
7. Is shopping an enjoyable experience for you? (check one) 
___ Very enjoyable Not very enjoyable 
___ Somewhat enjoyable Not enjoyable to all 
Undecided 
8. How do you feel about the drive to Knoxville for a shopping trip? (check one) 
The drive is no problem 
The drive is somewhat of a problem 
Undecided 
The drive is a problem 
The drive is a great problem 
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Section VII 
Assume you have decided you need some over the counter medicines (for example, 
headache remedies , cough syrup, etc.). Circle the place you feel has a store 
that has the best of the following attributes. If you feel a store in 
Knoxville best offer for the attribute, please circle l; if you feel a store 
in Lenior City would be best for the attribute, circle 2; if you feel both 
places have stores that are both the same on the attribute circle 3. 
Knoxville 
Lenoir City 
Both the samel ! 
1. Fast service 1 2 3 
2. Friendly service 1 2 3 
3. Name brands 1 2 3 
4. Lower prices 1 2 3 
s. Good value for the price 1 2 3 
6. Helpful salespersons 1 2 3 
7. Ease of shopping 1 2 3 
8 . Good selection 1 2 3 
9. Good follow up service 
after the purchase 1 2 3 
10. Good shopping atmosphere 1 2 3 
11. Good quality items 1 2 3 
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Section VIII 
This part is the same as Part B except now assume you are going smpping for 
everyday clothing, such as a work shirt, everyday dress, etc. 
City 
Both the Same 
1. Faster service 1 2 3 
2. Friendly service 1 2 3 
3. Name brands 1 2 3 
4. Lower prices 1 2 3 
5. Good value for the price 1 2 3 
6. Helpful salespersons 1 2 3 
7. Ease of shopping 1 2 3 
8. Good selection 1 2 3 
9. Good follow up service 
after the purchase 1 2 3 
10. Good shopping atmosphere 1 2 3 
11. Good quality items 1 2 3 
Section IX 
This part of the survey is exactly like the preceding two parts, except now assume 
you are going shopping for furniture or carpets. 
City 
Both the Same 
1. Fast service 3 
2. Friendly service 1 
3. Name brands 1 
4. Lower prices 1 
5. Good value for the price 1 
6. Helpful salespersons 1 
7. Ease of shopping 1 
8. Good selection 1 
9. Good follow up service 
after the purchase 1 










11. Good quality items 1 2 3 
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Section X 
Please answer these questions about shopping. For each statement given below, 
indicate whether you agree or disagree. Circle 1 if you strongly agree, 2 if 
you agree, 3 if widecided, 4 if you disagree, and 5 if you strongly disagree. 
strongly agree 
agree
l I =d•dd•ddisagree strongly disagree1 J 1. Locally owned stores give better 
service on items after the purchase 1 2 3 4 5 
2. It would be better if local stores 
were owned by local merchants 1 2 3 4 5 
3. Small stores are more fun to shop 
in 1 2 3 4 5 
4. Generally, Lenoir City's stores 
have everything I need. 1 2 3 4 5 
5. I like shopping in Knoxville's 
stores because there are so many 
other stores nearby that I can 
compare prices easily 1 2 3 4 5 
6. Shopping is really a bother no 
matter where I shop. 1 2 3 4 5 
7. When I go shopping I usually 
shop for several things at one 
time l 2 3 4 5 
8. All stores are about the same, 
it makes no difference where you 
go to shop 1 2 3 4 5 
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Section XI 
l. On the average how many times do you go to Knoxville to shop? Circle the answer 
that best fits your situation . 
l. Have not gone in the last year s. Three times a month 
2. Only a few times a year 6 . Four times a month 
3. Once B month 7. Over four times a month 
4. Twice a month 
2. When you go to Knoxville to shop, do you usually go somewhere else (for example, 
a movie, out to eat, or some other type of entertainment)? 
1. YES 2. NO 
3. On the average how often do you go to Knoxville other than to shop? (Do not 
include work trips to Knoxville) 
1. Usually do not go S. Three times a month 
2. Few times a year 6. Four times a month 
3. Once a month 7. More than four times a month 
4. Twice a month 
Section XII 
This question attempts to find out if gasoline prices would effect your decision 
where to shop for various items . Three shopping items are given: (1) over the 
counter medicines, (2) everyday clothing, and (3) furniture, carpets , or drapes . 
Also three gasoline prices are assumed; $.60 per gallon, $.80 per gallon, and 
$1.10 per gallon. Place only one number in the box that best indicates what you 
would do. Be sure to place one number in each box. The choices to place in the 
boxes are: 
1. You would definitely go to Knoxville 4. You might go to Lenoir City 
2. You might go to Knoxville S. You definitely go to Lenoir City 
3 . Undecided 
Shopping 
Furniture, 
e Over-the-Counter Every Day Carpets , or 






This section is given to determine how important various store attributes are 
to you. Below are some aspects that you may look for a store to have when you 
go shopping. Some of these may or may not be important to you. Please circle 
1 if the aspect is very important to you, 2 if it is important to you, 3 if 
you do not care or are undecided, 4 if it is not important to you, and 5 if it 
is not important at all. 
i•ry 'f::r,not care, undecided 
not important 
l not important at all 
1. Fast service 1 2 3 4 5 
2. Friendly service 1 2 3 4 5 
3. Choosing name brands 1 2 3 4 5 
4. Low prices 1 2 3 4 5 
5. Good value for the price 1 2 3 4 5 
6. Helpful sales persons 1 2 3 4 5 
7. Ease of shopping 1 2 3 4 5 
8. Good selection of items 1 2 3 4 5 
9. Good following up service 
after the purchase 1 2 3 4 5 
10. Good shopping atmosphere 1 2 3 4 5 
11. Good quality items 1 2 3 4 5 
So that I may know the general location of your household, could you please give 
the names of the two streets that form the intersection nearest your home . 
APPENDIX B 
RESULTS OF THE FACTOR ANALYSES USED TO 
DEFINE THE SHOPPING TYPES 
TABLE 17 
2FACTOR ANALYSIS WITH R REPLACEMENT ON DIAGONALS AND EQUIMAX ROTATION 
Factor I Factor II Factor III Factor IV Factor VVariables 
Good quality items .72 
Good selection of items .so 
Ease of shopping .44 .46 
Good fallow-up service .51 
I-' Good value for the price :40 
0 
00 Fast service .43 
Locally owned--better service .67 
Small stores more fun .65 
Local stores locally owned .64 
Lenoir City has everything . 51 
Friendly service .80 
Helpful salespersons .67 
All stores the same .71 
Shopping is a bother .43 
Shop for several items .59 





FACTOR ANALYSIS WITH R2 REPLACEMENT ON DIAGONALS AND QUARTIMAX ROTATION 
Variables Factor I Factor II Factor III Factor IV Factor V 
Good quality items 
Good selection of items 
.75 
.68 
Ease of shopping .62 
Good follow-up service .55 
Good value for the price .53 
Fast service .48 
Locally owned--better service 
Small stores more fun 
.69 
.67 
Local stores locally owned .64 
Lenoir City has everything 
Friendly service 
Helpful salespersons 







Shopping is a bother 












FACTOR ANALYSIS WITH R2 REPLACEMENT ON DIAGONALS AND VARIMAX ROTATION 
Variables Factor I Factor II Factor III Factor IV Factor V 
Good quality items 
Good selection of items 
Ease of shopping 
Good follow-up service 
Good value for the price 
Fast service 
Locally owned--better service 
Small stores are more fun 
Local stores locally owned 
Lenoir City has everything 
Friendly service 
Helpful salespersons 
All stores the same 
Shopping is a bother 

























FACTOR ANALYSIS WITH 1.0 REPLACEMENT ON DIAGONALS AND VARIMAX ROTATION 
Variables Factor I Factor II Factor III Factor IV Factor V 
Good quality items .74 
Good selection of items .53 .41 
Ease of shopping 




Good value for 
Fast service 
the price .50 
.67 
Locally owned--better service 
Small stores more fun 
.77 
.75 
Local stores locally owned .75 




Helpful salespersons .75 
All stores the same .75 
Shopping 
Shop for 




Knoxville--other stores .53 










OBLIQUE FACTOR ANALYSIS FACTOR PATTERN AFTER ROTATION 
Factor I Factor II Factor III Factor IV Factor VVariables 
Good quality items 
Good selection of items 
.78 
. 51 
Ease of shopping 
Good follow-up service 






Locally owned--better service .68 
Small stores more fun .63 
Local stores locally owned 
Lenoir City has everything 
Friendly service 
Helpful salespersons 






Shopping is a bother 












OBLIQUE FACTOR ANALYSIS FACTOR STRUCTURE 




selection of items 
.78 
.65 .45 -.40 
Ease of shopping .59 .51 
Good follow-up 





Fast service .68 
Locally owned--better service .68 
Small stores more fun .64 
Local stores locally owned .58 .51 





All stores the same 
.42 . 71 
.47 
Shopping is a bother .57 
Shop for several items .53 
Knoxville--other stores 
Name brands 







OBLIQUE FACTOR ANALYSIS FACTOR CORRELATIONS 
Factor I Factor II Factor III Factor IV Factor V 
Factor I 1.00 
Factor II -.04 1.00 
Factor III .11 -.01 1.00 
Factor IV .48 .00 . 07 1.00 
Factor V -.26 .39 -.13 - . 09 1.00 
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